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Congress Awaits 


New Postal Bill 9 “s2==7 B 
“1:  ABe~ De oe 
Hiking All Rates — ei 


WASHINGTON, June 18—Increased | 
parcel post rates become a reality | 
this week and boosts in all other | 
classes of mail loom as a possibili- | 
ty in the near future. 

The Interstate Commerce Com- 
mission authorized increases av- 
eraging 36% in parcel post zone 
rates. The effective date has not) 
been set by the Post Office Depart- 
ment, but it will most probably be 
Aug. 1. 

The ICC’s action was taken in 
response to a Post Office petition 
which originated with the previous 
administration. Under a 1950 con- 
gressional mandate, the Postmaster 
General must seek higher rates on 
fourth class mail when receipts do 
not match costs. 
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ELEMENTARY—This is the first page of a 
five-page section in Living for Young Home- 


® Analyzing the policies of past 


FC&B account executive, 


home furnishings manufacturers to explain 

the near future. House Speaker 

Mr. Summerfield addressed the 
proposal of rate increases to the state and foreign commerce com- 
cided, even though the bill is due from authorizing broadcasts of its 
first, second and third class mail. Television Broadcasters has sent a 
pers and magazines, would go up @ Mr. Fellows declared: “This bill 
campaigns for U. S. Savings Bonds chandised to newspapers through 
paigns keyed to a “self-interest” | pointed out that research has 


makers for September, scheduled by four 
the ABC’s of home decorating. Artloom 
carpets, Baumritter furniture, Cameo cur- 
tains and Devoe paints will be featured. 

® Meanwhile, it was officially dis- S G 

closed that rate increases on other | enate roup 

classes of mail will be sought in| 

Joseph W. Martin made the an- Ok y B b ll 

nouncement after a White House a 5 ase a 

conference at which Postmaster 

General Arthur Summerfield out- 

lined his plans. 

Advertising Federation of America| WASHINGTON, June 18—The right 

meeting in Cleveland on Monday of a baseball team to broadcast 

and said: “An increase in rates is games over a station beyond its 

the only course to take and we home territory is threatened by a 

are about to submit a complete bill approved by the Senate inter- 

Congress.” | mittee. 

Postal officials will not disclose! The bill, S1396, if passed by 
exactly what rate increases will gress, would allow organized base- 
be proposed. There is some evi-| ball to reinstate the 1946 version of 
dence they have not finally de- Rule 1-D, which prevented a team 
to be sent to Congress at any games over a station beyond its 
hour. /home territory and in the home 

|territory of another club without 
® Informed congressional sources, the consent of the latter team. 
expect a bill affecting rates on| The National Assn. of Radio & 
The rate on first class letters would | special bulletin to every radio and 
go from 3¢ to 4¢ possibly only on) TV station in the country accom- 
out-of-town mail. Airmail would panied by a letter from NARTB 
go from 6¢ to 7¢ or 8¢. | President Harold E. Fellows. 

Second class rates, on newspa-| 
either 30% or 50%. Third class would establish a dangerous prece- 

(Continued on Page 72) | (Continued on Page 69) 
= 
Treasury, Agency Volunteers Outline 
‘Self-Interest’ Savings Bond Appeal 

WASHINGTON, June 19—Eight| ment. The program will be mer- 
have been mapped by Advertising extensive use of direct mail. 
Council volunteers and Treasury | 
Department officials. 

The year-long drive will begin 
in August with each of the cam-| vey, 
theme. After a conference with | shown a definite trend “in the 
agency men from G. M. Basford|consumer mind away from patri- 
Co., Compton Advertising, Foote, otic reasons” for buying bonds. 
Cone & Belding, Schwab & Beatty, | For that reason, he said, the agen- 
Schwimmer & Scott, and J. Walter 


Thompson Co., Treasury aides 
said a “completely different” 
newspaper program has been de- 
veloped. 

The new drive will unfold on a 
seasonable basis, with the opening 
shot stressing vacation and retire- 


er selling, self-interest themes.” 
Management engineering sur- 
veys of the Treasury Department 
brought out that the department 
lacks sufficient personnel to make 
the personal sales call needed to 
(Continued on Page 69) 


: Thomas Cunéé Asks 
Bigger Ad Drives 
from Macaroni Men 


_ CoLorapo SPRINGS, June 19—Po- 
tato salad and rice are going to 
give macaroni a hard time in 1953. 
| Thomas A. Cuneo, president of 
'the National Macaroni Manufac- 
‘turers Assn., told the group’s 49th 
‘annual convention that the potato 
|and rice people have mapped out 
hard-hitting advertising campaigns 
for the coming year, and that they, 
too, would have to attack the food 
field with aggressive advertising 
messages. 

“It is apparent that we are 
facing a tougher selling period,” 


\| he said. “In other words, the hon- 


eymoon is over—we’re going to 
have to go out and sell, sell, sell.” 

Pointing out that trade names 
are the ‘most precious and well- 
guarded possession of any manu- 
facturer, Mr. Cuneo suggested ex- 
panded advertising to strengthen 
individual manufacturers’ brand 
names. 


es “I suggest that all of us, as in- 
dividual manufacturers, take a 
close look at our own advertising 
and merchandising programs,” he 
said. “Those who employ advertis- 
ing agencies would do well to sum- 
mon account executives and go 
over the entire situation. Where 
possible, I suggest an expanded ad- 
vertising budget so that you may 
more aggressively go after addi- 
tional business.” 

Mr. Cuneo also called for closer 
cooperation with corporate chain 
groups, supermarket operators and 
voluntary group _ headquarters. 
These organizations are receptive 
to good merchandising ideas, he 
pointed out, and usually will co- 
operate with the industry which 
furnishes them. 

“Our products lend themselves 
well to merchandising and adver- 
tising promotions at the retail lev- 
el,” he said. “First, they return a 
satisfactory profit. Second, maca- 
roni, noodles and spaghetti go well 
with many other foods—giving the 
retail operators a chance to make 

(Continued on Page 72) 


GREEN SPOT tc bertted by dewies in quarts — berh giam and paper 
W's handled refrigerated lhe your mith. Be sure te get GREEN SPOT. 


KIDDY BAIT—Use of its orange drink as a 

painless trap for zestful six-year-olds is the 

lure in this summer newspaper series by 
Green Spot Inc. (Story on Page 3.) 


Joint Committee 
Weighs Fate of 
Business Census 


WASHINGTON, June 18—Fate of 
the Censuses of Business and 
Manufactures remains in doubt, 
with a final decision by Congress 
unlikely for another fortnight. 

Although both the House and 
Senate have passed bills appro- 
priating funds for the Census Bur- 
eau, a conference committee must 
reconcile differences between the 
varying versions. The House bill 
lacks the Senate provision auth- 
orizing the business and manufac- 
turing studies. 

Senate conferees have been ap- 
pointed but the House has yet to 
take that step. Further action is 


next because of a logjam of other 
legislation with a higher priority. 


New York, June 19—Alfred B. 


Last Minute News Flashes 


Stanford Quits Plans Board of Benton & Bowles 


Stanford has resigned as v.p. and 


not expected until the week after 


bond campaigns, Eugene J. Gar-| 


cy recommended a turn to “hard-| 


head of the review plans board of Benton & Bowles. Mr. Stanford, who 
was at one time v.p. and ad manager of the New York Herald Tribune 
and before that director of the Bureau of Advertising, ANPA, said he 
will announce his plans shortly. 


RCA Estate Appliance to Al Paul Lefton 


HaMILTon, O., June 19—Advertising of RCA Estate Appliance Corp. 
will be placed next year through Al Paul Lefton Co., New York. The 
| present agency is Don Kemper Co., Dayton, O. 


M &R Dietetics to Switch to Benton & Bowles 

Co.tumsus, O., June 19—M & R Dietetics Laboratories, maker of 
Pream instant coffee cream, Zero frozen custard and other products, 
will soon announce that it is switching its food products division ac- 
count from Ralph H. Jones Co., Cincinnati, to Benton & Bowles, New 
York. 


Summer Campaign Planned for Log Cabin Syrup 


New York, June 19—General Foods Corp. will launch a special sum- 
mer sales promotion in July on Log Cabin syrup, featuring new recipes 
for cool desserts and refreshments. The Saturday Evening Post (July 
25) will carry a four-color spread, and four-color two-thirds pages 
will be used in July issues of American Family, Better Living, Every- 
woman’s, Family Circle, Western Family and Woman’s Day. Benton & 
Bowles is the agency. 

(Additional News Flashes on Page 73) 


Advertising Can Make or Break U. S. 
Economy, Nance Tells AFA Confab 


| Educational Campaign 
| on Advertising Industry 
_ Outlined by Federation 


CLEVELAND, June 17—The power 
of advertising to sell more and 
more goods and keep the nation’s 
economy in “almost perfect bal- 
-ance” is the chief bulwark pro- 
|tecting this nation from econom- 
\ic disaster, James J. Nance, presi- 
dent of Packard Motor Car Co., de- 
'clared here today. 

Addressing the final luncheon 
of the Advertising Federation of 
America convention, Mr. Nance 
gave his warning—and challenge— 
as delegates wound up a four-day 
‘conference girding themselves to 
/promote, in the months ahead, the 
/convention’s theme: “Advertising 
for better business and better liv- 
| ing.” 

Mr. Nance said the standards 
and attitudes adopted by AFA 
|members for the period ahead “are 
|of deep concern to all Americans.” 
| “At the moment,” Mr. Nance 
said, “America’s economic machine 
is operating so near to maximum 
'that it might be said to be in al- 
‘most perfect balance. 


'@ “An economy operating at such 
a pace is like an automobile being 
|driven on the straightaway with 
| the accelerator hard to the floor. 
It goes fast and it gets us there in 
la hurry. But, if anything goes 
| wrong, things can also happen very 
| fast.” 

| Mr. Nance would not argue, he 
said, if the question of peace, for 
which we have been fighting since 
/1941, was or was not “favorable.” 
| The problem—that of distribut- 
‘ing civilian goods—still remains, 
|he said. Advertising men and 
women, he said, must shoulder a 
big piece of that problem. 

“What the government, business 
men and, most specifically, what 
you people speaking for the dis- 
tribution side of business, will do 
in the near future will control the 
outcome,” Mr. Nance declared. 


s “It is your function,” he told 
the AFA delegates, “to define, ex- 
plain and communicate to the pub- 


(Continued on Page 66) 


4 Companies Boost 


Coated Paper Price 


New York, June 18—Four large 
producers of book paper have ad- 
vanced prices on machine-coated 
stocks about $5 a ton on contract 
business and about $8 a ton on 
spot sales. This action follows a 
similar move made by Oxford 
Paper Co. at the end of May (AA, 
June 4). 

Mills that have boosted book 
paper prices include Kimberly- 
Clark Corp., S. D. Warren Co., 
Champion Paper & Fibre Co. and 
Martin Cantine Co. Consolidated 
Paper Co. and West Virginia Pulp 
& Paper Co. are expected to make 
price adjustments in the near fu- 
ture, although spokesmen for the 


(Continued on Page 4) 
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New York, June 17—Branding 
as “unreal and untrue to the point 
of sheer absurdity” allegations that 
Associated Business Publications is 
engaged in a campaign of “vicious 
mud slinging” against controlled 
circulation papers, William K. 


Charge of ‘Mud Slinging’ Denied as 
‘Sheer Absurdity’ by ABP President — 


following statement: 

“I hesitate to make any public 
comment on the news story re- 
porting the convention of National | 
Business Publications without) 
having access to the full transcript. 
of the proceedings. 
“It is inconceivable to me that. 


Beard Jr., ABP president, told AA | 
this week that ABP members have this group is officially on record 
more important things on their as stating or believing that ABP) 
minds. |is engaged in a campaign of ‘vi- 

At the convention of National | cious mud slinging,’ or that ABP is’ 
Business Publications a week ago| trying to split NBP ranks. We, 
in Colorado Springs (AA, June| have too many more important 


15), a special promotion campaign 
was voted to offset what was 
called “vicious mud _ slinging” 
against controlled circulation pa- 
pers. It was also charged that at- 
tacks on controlled circulation 
have been made by ABP and Mc- 
Graw-Hill Publishing Co. for the 
purpose of splitting the ranks of 
NBP. 


# Col. Willard Chevalier, execu- 
tive v.p. of McGraw-Hill, said 
that his company had no comment 
to make on the report. 

Mr. Beard, for ABP, made the 


Self-Service, Local 
Shopping Now Chief 
Trend, Nargus Told 


Cuicaco, June 18—A _ greater 
number of local retail shopping 
areas, more large-volume stores 
and an increase in self-service re- 
tailing are ahead in the forseeable 
future, Marie Kiefer, secretary- 
treasurer of the National Assn. of 
Retail Grocers, told the group this 
week at its 60th annual conven- 
tion. 


She pointed out that many sig- 
nificant changes—especially the 
movement to the suburbs and the 
growing use of automobiles by 
housewives—are changing con- 
sumer buying habits and thinking. 

Household work-saving devices 
have freed the housewife from her 
household duties, and as a result, 
she now does more of her own 
shopping. 


a Whereas in 1940, Miss Kiefer 
said, 75% of milk sales were de- 
livered to the home, today that 
number has dropped to 55%. Bread 
sales on a_ house-to-house basis 
have declined at almost the same 
rate at the same time. 

Because more married than sin- 
gle women are working outside 
the home, according to census fig- 
ures, morning retail shopping is 
dying, Miss Kiefer said. 

She cited a_ research report 
which predicted that by 1957 most, 
retailers would have a noon open- | 
ing and 9 p.m. closing time. | 

Estimates of the number of food | 
stores in the U. S., she said, are! 
about 516,000, with an estimated | 
volume of $39.5 billion in 1952. In| 
1930, food store volume totaled | 
$9.1 billion; in 1940 it had gone. 
down to $8.8 billion, and in 1950. 
up to $32.8 billion. In all this time, 
she pointed out, the total number) 
of stores has not varied more than | 
50,000 establishments. 

| 
ws Self-service stores have shown 
steadier gains in volume than have | 
service stores over the last five! 
year period, she said. 

Also, she said, retailers in the} 
smaller communities, in suburbs 
and shopping centers, are doing 
better than those in the large met- | 
ropolitan areas. 

Those retailers who want to keep 
up with the trends, she concluded, 
must take more interest in im-| 
proved store layouts, effective ad- 
vertising and merchandising pro-_ 
grams and careful selection and | 


training of personnel. 


|things on our minds. Such state- 


|during nearly 50 years speak for | 


Thompson Joins ‘Cue’ 


ments are unreal and untrue to 
the point of sheer absurdity. 


s “I'll let the ABP performance 


itself in showing what it has done! 
and is doing for the general better- | 
ment of business paper publishing | 


ROY AWARD—Goail Hirsch, 17-year-old president of Copper Arts Products Co., Eliza- 

beth, N. J., accepts the Ross Roy Award which goes to the Junior Achievement com- 

pany doing the best job of advertising and sales promotion for its products. Making 

the presentation is W. T. Okie, v.p. of J. M. Mathes Inc., and Howard T. Brinton, 

president of Phelps Dodge Copper Products Corp., sponsor of the junior company, 
is at right. 


and advertising,” Mr. Beard said. A@men Should Consider the Public Relations 


“We remain proudly on.the side 


of paid ABC audited circulation as Effect of Their Message, Says P&G's Werner 


representing the most exacting and | . ; 
measurable test of editorial and| CLEVELAND, June 16—“Public re- 
circulation standards,” he said. | ations thinking,” the kind that 


“Our predecessor group, the Fed-| ™akes warmer friends and fewer 


eration of Trade Press Assns. was @nemies for the ad business, was 
one of the organizations which @4vocated here yesterday by Wil- | 


cooperated in forming the Audit liam G. Werner, public relations di-_ 


Bureau of Circulations.” rector of Procter 
“ABP has worked ever since,”,®& Gamble Co., 
Mr. Beard said, “to strengthen and | Cincinnati. 
advance the practice of paid cir-| Speaking be- 
culation in the earnest belief that fore the opening 
higher standards of publishing are | 8€neral session of 
the best way of serving readers|the 49th annual 
and advertisers, as well as the Convention of the 
long-range interests of a strong Advertising Fed- 
and useful business press. eration of Amer- 
ica, Mr. Warner 
= “We believe that sincere advo- | Warned that those 
cates of free (or controlled) dis-| Preparing adver- 
tribution should exert the same “sing “sometimes 
kind of effort toward elevating the | OVerlook” simple but crucial ques- 
standards of their publishing phil- | tions that test the selling message 
osophy. | for “friendliness, believability, sin- 
“Trying to ignore or neutralize | Cerity.” 
the differences between the two| 
methods,” Mr. Beard insisted, # Such questions, Mr. Werner said, 
“doesn’t make for improvement in| as: 
either direction. What’s more, it; “In this copy—that’s packed aw- 
fails to recognize the situation that) fully tight with selling—is there 
obviously exists—the competition) any way we can tuck in some 
between two quite different pub-| friendly ‘service’ words, maybe a 
lishing ideologies. recipe, maybe a time-saving short- 
“Anyway,” he asked, “what’s| cut, or a welcome style hint?” 
wrong with some healthy competi- Or: 
tion? Advertisers certainly will “Will a laboratory reference, a 
benefit from the up-grading that practical proof, a guarantee, a 
competitive influences almost al-| testimonial or some use statistics 
ways bring.” make some of these rather strong 
| selling claims seem more sincere 


Goold & Tierney Boosts Mayer and believable?” 

Donald R. Mayer, with Goold &| OF Possibly: 
Tierney, New York, for about five) “In striving so vigorously for a 
years, has been promoted to direc-/ ‘quality impression’ for our lowly 
tor of radio and television. /household product, have we per- 
| haps romanced it clear out of the 
|kitchen or bathroom into the art 


iteré iety?” 
Tom Thompson, formerly with | museum and the literary society? 


Newsday, Long Island daily news- | , P 
paper, has joined the advertising ® The fancy testimonial from Mrs. 
staff of Cue, New York. ‘Vander Cabot, who clearly never 


W. G. Werner 


TV WELCOME—J. Harry LaBrum (center), president of the Chamber of Commerce 

of Greater Philadelphia, extends official greetings to E. V. Huggins (left), president 

of Westinghouse Radio Stations Inc., and Rolland V. Tooke, new manager of WPTZ, 
at a reception in honor of Westinghouse’s purchase of the Philco TV station. 


boiled an egg in her life, may sim- 
ply draw sniffs from housewife- 
prospects, who still cook three 
times a day, Mr. Werner said. 

It is not enough for an adver- 
tising man to find that a high per- 


|centage of the people he surveys 


do understand his proposed 
advertising theme, Mr. Werner de- 
clared, adding: 

“The advertising man with a 
true ‘What about the public?’ mind 


| will be worrying about those non- 
| understanders. They will be likely 
'to concern him more than the ap- 
| proving majority.” 


e Mr. Warner said the advertising 
man who is a_public-relations- 
thinker will ask himself: 

1. What was the real “inside” 
reason why so many people didn’t 
like advertising theme ‘B’”’? 


2. Was it because some of the’ 


claims were not plainly supported 
with facts or practical, plausible 
reasons the user could understand? 


3. Has this advertisement re- 
ceived a low vote because the 
snappy sales points in the balloons 
simply made the reader say, “No 
woman would talk like that in her 
kitchen?” 

4. In showing how easy it is for 
Mrs. Average Woman to paint her 
bathroom or tile her kitchen, did 


we unsell her, rather than sell her, | 


with beautiful color illustrations 
(Continued on Page 70) 


Drive-In Theaters 
Get Free Films to 
Push Hotdog Sales 


Detroit, June 16—Hygrade Food 
Products Corp. is making a hard 
pitch for the hot dog trade in the 
nation’s 5,000 drive-in theaters. 

It launched a promotion here 
this week with the offer to theater 
operators of six full-color one- 
minute films to promote the sale 
of frankfurters. With a minimum 
of product identification, the films 
are designed to stimulate the con- 
cession trade at intermission time. 

Tried first by Detroit’s Com- 
munity Theatre Chain, the films 
got a top rating from Irving -Gold- 
berg, chain official, who credited 


the Hygrade intermission trailers 
with increasing concession sales by 


20%. 
Hygrade, 
Kingan division, 


together 


offered for sale. 


W. B. Doner & Co., Detroit, is 


the Hygrade agency. 


with its 
is the nation’s. 
fifth largest packer and this is the 
first time it has concentrated on 
the concessions in drive-in thea- 
ters. Hygrade offers the films free 
to theaters where its products are 


~ 
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Agency Man Attacks 
California Freeway 
Bill as ‘Misguided’ 


Los ANGELES, June 16—Renewed 
opposition to the passing of a bill 
controling the erection of bill- 
boards on California’s Freeway 
(AA, June 15) is coming from 
Henry Mayers of Mayers Co., 
agency here. 

Mr. Mayers, in a letter to adver- 
tising agencies, says the bill is “a 
misguided effort of the outdoor ad- 
vertising interests to stifle public 
demand for adequate control of 
outdoor signs on the Freeways.” 
He adds that if the bill is passed 
it will boomerang and bring more 
severe control of the medium than 
ever. 

The bill, SB 733, is presently on 
the desk of the governor awaiting 
his signature after having passed 
both California houses. He has un- 
til July 10 to sign or veto it. 


a Mr. Mayers is particularly con- 
cerned with the fact that the Los 
Angeles Ad Club was induced to 
side with those who favored the 
bill. He points out that while the 
bill forbids the erecting of outdoor 
posters in “landscaped areas’”’ this 
covers only 5% of the Freeways. 

He also points out that another 
bill, SB 734, recently introduced, 
will prevent further restrictions by 
county governments excercising 
itheir rights to restrict the put- 
ting up of the signs along the high- 
ways. 

In his letter, urging the agency 
men to write the governor asking 
him to veto the bill, he says, ‘“Many 
individual agency men agree that 
it’s bad business to invoke the 
sacred principles of free enter- 
prise in defense of enterprises that 
are not fully in the public inter- 
est.” 


Underwood Named 
Sales Manager of 
_Pepsodent Division 


| New York, June 19—Raymond 
F. Underwood, formerly sales v.p. 
of the Pepsodent division, has been 
promoted to general sales manager 
of the Lever division of Lever 
Bros. Co. A. B. Peterson, merchan- 
dising v.p. of the Pepsodent divi- 
sion will succeed him. 

In addition, four other market- 
ing executives were promoted to 
/new posts. They are Joseph L. 
Stevens, formerly assistant sales 
manager of the Lever division, to 
the newly created position of field 
sales manager; Ambrose J. Addis, 
formerly Pepsodent advertising 
v.p., to merchandising v.p. of the 
division; William H. Scully, ad 
manager of the Good Luck divi- 
sion, to advertising v.p. of Pepso- 
dent division, and William K. 
Eastham, Lever division’s brand 
merchandising manager, to ad 
manager of the Good Luck divi- 
sion. 

Mr. Underwood, who was at one 
time with Kawneer Co. as direc- 
tor of sales and Shell American 
|Petroleum Co. as sales manager, 
| succeeds G. Walter LaBorie, who 
| resigned. 


| 
| 


Holmstrom Joins Early 

| Richard K. Holmstrom, formerly 
| with Fox Valley Press, advertising 
/magazine publishers’ representa- 
| tive. 


Chop Joins Aikin-McCracken 


Edward M. Chop, formerly with 
the Defense Research Board of 
Canada, has been appointed mar- 
ket research director with Aikin- 


McCracken, Toronto agency. 


Donnelly Heads Ad Club 


Edward C. Donnelly Jr., presi- 
dent of John Donnelly & Sons, Bos- 
ton outdoor plant operator, has 
been elected president of the Ad- 


| yertising Club of Boston. 


printer, has joined the sales staff 
of Dwight Early & Sons, Chicago 


be 
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Green Spot Uses 
‘Kiddy Bait’ for 

Summer Ad Drive 


Los ANGELES, June 16—Green 
Spot Inc. is being quite frank 
about the little rascals in aiming its 
Green Spot orange (not green) 
beverage at the kids this summer. 
Along with such heads as “Be 
Fresh ’n Happy Too” and “Every 
Day is Party Time,” Green Spot 
is plugging its non-carbonated 
drink under the candid heading of | 
“Kiddy Bait.” 

To reinforce the idea, the copy. 
for Green Spot’s West Coast news- 
paper drive also includes broad 
hints about “when Dad _ arrives 
from office toil,” while the art- 
work features a troupe of appall- 
ingly zestful six-year-olds. 

The schedule for the Green Spot 
promotion includes four insertions 
totaling 4,100 lines in each paper. 
Three colors will be used where 
possible, but a linear-type design 
has been employed so the ads will | 
be effective where color is not 
available. 


® A big ad problem was in the 
complicated Green Spot distribu- 
tion and packaging methods. Both | 
grocery stores and dairy stores) 
are used as Green Spot outlets, and 
the beverage is bottled in three 
different sizes. | 

This problem has been met by | 
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PICNIC TIME—This two-thirds page ad of H. J. Heinz Co. will appear beginning 


June 28 in 150 Sunday newspaper comic 


sections at the time that the picnic season 


is approaching its peak. Along with the Heinz line, non-competitive picnic items get 


a free ride as part of the food packer 


use of four different boxes set at 
the bottom of the newspaper mats. 
Each box tells where to get Green 
Spot—and in what sizes—depend- 
ing on the bottling and distribu- 
tion setup of the area _ being 
reached, 

Beaumont & Holman, Los Ange- 
les, is the Green Spot agency. 


State Advertising Budgets Boosted 
to Lure Share of Vacation Spending 


CHICAGO, June 17—Tourists have 
money, and many state legislatures 
have decided to advertise to get a 
share of vacation budgets. 

This year there was a general 
broadening of the trend toward 
more state expenditures author- 
ized by legislatures for tourist and 
business advertising and promo- 
tion. Several preposals for new or 
expanded programs, however, 
were killed and others fell short 
of the fund goal requested. 

The biggest boost came in Flor- 
ida, where state lawmakers gave 
the state advertising commission 
$2,000,000 to spend in the next 


two years. This doubles the amount | by Gov. Francis D. Cherry, re- 


previously available for tourist 
promotion. Henry Quednau Inc., 
Tampa, is the agency. 


s Gov. Dan McCarty summed up 
his support for the measure when 
the legislature opened its session 
this year with a view that applies 
in many states. “All the world is 


Pennsylvania Solons 
Defeat Law Ending 
Promotional Effort 


HARRISBURG, Pa., June 16—Penn- 
sylvania’s house of representatives 
has defeated a bill to abolish the 
state’s department of commerce, 
promotional agency of the com- 
monwealth. 

Earlier, the state’s senate had 
voted 45 to 1 to abolish the de- 
partment, which spends about 
$378,000 for advertising to lure 
tourists and $360,000 to bring in 
industrialists yearly. 


By a vote of 99 “nays” to 75 


“ayes,” the lower house has de-| 


feated the senate’s bill to abolish 
the commerce department. 


In the house, debate on the pro- | 


posal developed that a lot of the 
opposition to the commerce de- 
partment and its ad program has 
been based on _ administrative 


tactics of W. W. Behrens, deputy | 


secretary of commerce. He has 
been running the department in 


the absence of A. J. Sardoni, 7 


retary of the agency. 


ness,” he said. “Florida faces in- 
creasing competition with a 
shrinking advertising dollar oppor- 
tunity. The dictates of reasonable 
business judgment demand _ that 
we take steps to protect our great 
tourist income.” 

But in several other states sim- 


regrets, in some cases. Arkansas 
lawmakers created a new state 
publicity and information commis- 
sion with a $35,000 yearly ad bud- 
get. A bill to give the commis- 


sion another $100,000 was vetoed 


/luctantly, because he said the 


| state couldn’t spare the money. Al- 


so affected is Philip G. Back, Lit- 
tle Rock, agency for the state’s 
resources and development com- 
mission. 

A new Montana law permits use 
of $65,000 in highway funds for 
state advertising. The previous ad 
budget was $30,000. L. W. Wendt 
Co., Great Falls, handles Montana’s 
advertising. 

South Carolina’s legislature ap- 
propriated $133,000 for advertising 
in the next fiscal year. The bulk— 
$103,000—will be used to attract 
industry to the state, but the tour- 
ist budget has been increased $10,- 
000. The state’s advertising is 
placed by Henderson Advertising 
Agency, Greenville. 


® Utah lawmakers this year cre- 
ated a seven-member state public- 
ity and tourist promotion council, 
but no agency has been appointed. 
| The budget is $100,000 for the next 
| two years. 

In Vermont, the state develop- 
'ment commission received § a 
| healthy increase in its budget. It 
now can spend $180,000 a year in- 
stead of $95,000. Joseph Smith 
Agency, Burlington, has the ac- 
count. 

The majority of Wisconsin leg- 
islators ganged up on a bill which 
would have halted spending of the 
$100,000 a year ad budget. The 

(Continued on Page 74) 


becoming aware of the wealth po-| 
tential of the great travel busi- | 


ilar measures were killed—with | 


‘s plan to increase grocery store traffic. 


Picnic Food to Get 
Play in Heinz Comic 
‘Supplement Drive 


PITTsBURGH, June 16—H. J. 
Heinz Co. will break its summer 
food campaign in 150 Sunday com- 
ic sections June 28 and July 5. 

The opening shot will use a pic- 
nic theme, and the second ad, run- 
ning four weeks later, will be 
keyed to hot weather food. Metro- 
|politan Sunday Comic’ Group, 
Puck—The Comic Weekly and in- 
dependent supplements will carry 
‘the two-thirds page ads. 

Cartoons and informal copy will 
be used in the push, part of a 
Heinz monthly comic schedule 
'running through next May. Non- 
competitive food items also will 
receive a play in the picnic ad. 

Point of sale material, including 
posters, stack talkers, and a dis- 
play bin, will back the campaign. 
According to Heinz figures, the 
current drive is the biggest yet 
used in comic sections by a food 
| advertiser. 

Maxon Inc., Detroit, is the agen- 
cy. 


Joins Hanford & Greenfield 


Norman H. Ludlow, veteran Ro- 
chester advertising man, has been 
appointed visual advertising su- 
pervisor with Hanford & Green- 
field, Rochester agency. 


Fairbrother Joins David Inc. 
Diane Fairbrother, formerly with 
KSTP and KSTP-TV, Minneapolis 
and St. Paul, has been appointed 
radio and television director with 
David Inc., St. Paul agency. 


MAN WITH A CONSCIENCE 
ich, v.p. of Cunningham & Walsh, New 


Carl Gieger- 


York, holds a poster used : 
agency’s recent blood drive 
his turn to donate. The poste: prepared by 
C&W for the Advertising Council on be- 
ha'f of the American Red C o:s blood pro- 
gram, went on display not onally earlier 
\ this month. 


step up the 
while waiting 


Manufacturers Must Do a Lot to Help 


Supermarkets Sell Soft Goods: Lebow 


New York, June 17—Selling soft 
goods through supermarket outlets 
presents numerous problems. The 
responsibility of seeing that the 
merchandise moves off the shelves 
and past the check-out counter is 
not the supermarket’s responsibil- 
ity but the manufacturer’s. 

Victor Lebow, marketing consul- 
‘tant, told the textile section of the 
New York Board of Trade today 
| that “as the supermarket increases | 
‘the number and variety of soft 
/goods items which it handles, the | 
more it runs into the danger of re-| 
‘ducing the rate of turnover on 
|these items to that customary in) 
' department stores. When that hap- | 
pens, the supermarket will begin | 
to lose food business,” he said. 


|@ “The supermarkets know very) 


buying patterns, consumers’ psy- 
chology in buying articles of ap- 


experts in toiletries, in developing 
their business on health and beau- 
ty aids, so they will probably not 
hire experts on the soft goods field 
to develop a business there. 

“They depend on the manufac- 
turers to come to them with the 
items ideally suited for their type 
of operation. 

“This continuing responsibility 
toward the product,” Mr. Lebow 
said, is something to which the 
soft goods industry gives much lip 
service, but in the supermarket 
field the manufacturer lives or 
dies by the way he assumes or re- 
jects that responsibility.” 


® Emphasizing that “even the big- 
gest advertiser in America, Procter 
& Gamble, still considers it neces- 
sary to run all kinds of promotions, 
to distribute coupons by the mil- 
lion, in order to pull the consumer 
back to its products,” Mr. Lebow 
pointed out that “the fiercest com- 
petition which soft goods meet in 
the supermarket is not from other 
soft goods items but from the food 
industry. 

“Here you have the giants in 
the advertising and merchandising 
fields—General Foods, Procter & 
Gamble, Lever Bros. and National 
Biscuit Co., General Mills and 


Lever Will Give 
Pink Lifebuoy a 


$500,000 Budget 


New York, June 19—Estimates 
|in excess of $500,000 are given as 
the budget Lever Bros. Co. will use 
to push its new coral-pink Life- 
buoy soap, with the “new, new 


little about consumer soft goods | 


parel, the importance of style fac- | 
tors. Just as they have not hired) 


Campbell’s Soup, and scores of 
other powerful companies,” Mr. 
Lebow said. 

When you see the good-looking, 
crisp, colorful displays of National 
Biscuit Co., he said, keep in mind 
that those displays are not made 
by anybody who works for the 
supermarket. “Those displays are 
put up, maintained and replaced 
by 3,200 salesmen which National 
Biscuit Co. employs and pays to 
cover the food industry in the 
Vv. &.” 


a “When you see neatly arranged 
jars of baby food, keep in mind 
that Beech-Nut alone has 1,000 
men covering the supermarkets, 
and that Clapp’s and Gerber’s and 
Heinz run Beech-Nut a close race 
in the number of men that service 
those markets. 

“Those food people know that a 
big shipment of fresh watermelons 
from Georgia can displace even 
the heavily advertised soaps and 
biscuits and soups. So imagine 
what those watermelons will do 
to your dungarees, or handker- 
chiefs, or work socks, or sheets and 
pillow cases, or curtains.” 

These are things the soft goods 
industries must study if they hope 
to merchandise in supermarkets, 

(Continued on Page 6) 


TV Moving Toward 
Magazine Ad Format, 
NBC’s Weaver Says 


Cuicaco, June 16—Television 
advertising is moving away from 
the radio pattern of sponsorship, 
Pat Weaver, vice-chairman of Na- 
tional Broadcasting Co., told the 
Economic Club here yesterday. 

The NBC executive told the 
group that instead of allowing the 
sponsor to program his own time, 
television is shifting toward a 
“magazine-type” policy, creating 
the programs and selling portions 
of it to the advertisers. 

He pointed to such shared-spon- 
sorship programs as “Show of 
Shows” and “Today” as examples 
of this trend. 

“These great shows are based on 
the theory that if you spend mon- 
ey on the show and make it so 
good you can get a huge audience, 
then you can allocate the cost 
among several advertisers,” Mr. 
Weaver said. 


s He said that this plan makes the 
power of network television avail- 
able to the little advertiser. The 
radio pattern, in which the small- 
est unit of purchase was 15 min- 
utes, struck out the small adver- 
tiser, he said. 

With this kind of television serv- 
ice, Mr. Weaver said, the net- 
works can offer the advertiser 


|Puralin,” via radio, television, 
| newspapers and Sunday maga- 
| zines. 

After the “new Lifebouy with 
Puralin’” was introduced about a 
year ago, it was found to contain a 
slight carbolic odor. This has been 
eliminated by the recently im- 
proved Puralin and the soap now 
boasts a built-in deodorant “that 
can’t be seen or felt, but which 
stays with the skin after bathing.” 

In fact, it provides “B.O.” pro- 
tection for “as long as three days,” 
company scientists added. 


® The advertising campaign, 
which got under way earlier this 
week, includes the “Aunt Jenny” 
daytime radio drama on CBS and 
“Big Town,” CBS-TV program. 

In addition, full-color pages in 
Sunday magazine sections and 
b&w pages in newspapers will 
stress the new Lifebouy fragrance 
and “bath to bath protection.” 

Sullivan, Stauffer, Colwell & 
Bayles handles the account. 


many values, including guaranteed 
circulation. Also, viewers will ben- 
efit, since networks can experi- 
ment with shows and afford to 
| risk a flop, where a single sponsor 
can't. 

_ Mr. Weaver also stated his be- 
| lief that color television “is going 
to be a revolutionary force in ad- 
vertising.” 


s “Color television will increase 
broadcasting’s share of the national 
advertising budget,” he said, and 
“will increase the advertising bud- 
get’s share of over-all selling and 
distribution costs in the econ- 
omy.” 

Mr. Weaver, commenting on the 
cost of television and the new for- 
mat and color, concluded by saying 
“the real questions of value are 
inextricably woven with the needs 
of the advertiser in his marketing 
situation. The magazine pattern of 
the future means flexibility and 
control. It is a greatly exciting 
prospect for both advertiser and 
agency.” 
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|dications of any price break in 


4 Com} os t | the near future. 
Coated Paper Price ——®. M. Fowler, president, Can- 


adian Pulp & Paper Assn., told a 
(Continued from Page 1) ‘meeting of investment dealers a 
two companies say no decision week ago that newsprint produc- 
has been made as yet. tion is running ahead of 1951 at 
As previously reported, demand an all-time record level. Expan- 
continues strong, spot inventories | sion of productive capacity, he 
in merchant warehouses are rela-| said, has ended the newsprint 
tively light, and most mills have shortage. 
a backlog of orders. 


tion figures 
= Higher paper prices and the|" Newsprint consumpti 

prospect of still higher postal rates | released today by — News- 
will make it necessary, some pub- | P@Per Publishers Assn., show con- 


lisher believe, for many maga-| sumption for the first five months 


zines and business publications to °f 1953 by reporting newspapers 
increase advertising rates. | was 1,957,203 tons, an increase of 


As one publisher expressed it, (3.5% over the comparable periods 
“Operating economies in the face °f both 52 and '51. 
of rising costs are mandatory to- | Production, on the other hand, 
day in the publishing business, continues to lag. Canadian and 


and it looks as though we are all. S. newsprint mills produced 
going to be forced into another | 2,806,829 tons the first five months 


round of rate increases.” of 1953, compared with 2,861,805 

The newsprint market continues tons in the comparable period of 
unchanged at $126 a ton delivered '52, and 2,742,038 tons in '51, 
here. While there is some talk that Newsprint Service Bureau reports. 
the market may stiffen later in| Total continental production for 
the year, there are no current in-'the first five months of ’53 was 


54,976 tons or 1.9% under the cor- 
responding period of ’52. 


Appoints Walker, Wiley 

M. J. Walker, previously v.-p. 
and director of sales for Jacobson 
Mfg. Co., Racine, Wis., has been 
named v.p. in charge of all sales, 
advertising and merchandising for 
Pioneer Gen-E-Motor Corp., Chi- 
cago make of portable power tools, 
generators and mowers. Robert M. 
Wiley, formerly sales manager of 
Johnston Lawn Mower Corp., has 
been appointed s:les manager for 
Pioneer. 


McCarty to Simpson-Reilly 

Richard E. McCarty, business 
manager of Western Advertising 
for the past five years, has re- 
joined Simpson-Reilly, publishers’ 
representative, as manager of the 
San Francisco office. He succeeds 
William Blair Smith, who has 
resigned. 


Frank Heads Library Council 

Nathalie D. Frank, librarian for 
Geyer Advertising, New York, has 
been elected chairman of the 
Council of Advertising Agency 
Librarians. 


read... LHE 


. . . as reported by the Advertising Research Foundation in its first 


1,310,000 


IOWA PEOPLE 


DES MOINES SUNDAY 
REGISTER 


980,000 Read no other Sunday newspaper... 


statewide audience study of 14 Sunday newspapers circulating in Iowa. 


York 36, New York. 


For complete facts on where these people live, what 
they earn, what they own, see “A Study of The Des 
Moines Sunday Register Audience in Iowa.” For 
details on how to get your copy, write Advertising 
Research Foundation, Inc., 11 West 42nd St., New 


THE DES MOINES SUNDAY REGISTER 


...an “A” schedule Newspaper in an “‘A-1'' market 


ee 


Advertising Age, June 22, 1953 


| Highlights of the Week’s News 


Advertising in the American economy, the creative spirit in advertis- 
ing, color television’s possible impact on the advertisers and many 
other topic got a going over at the Advertising Federation of America 
ED ST CPOE fb on ccc cc ccctescccsces Pages 1, 2, 51, 60, 75 

Associated Business Publications calls mud slinging charge by NBP 
LRG sae Wid ae as cle tS s\Goc ae) ava G2 ve aE ald 94s Wea Page 2 

State advertising budgets are being increased in most states to lure 
tourists. Pennsylvania has defeated the bill which would have 
BUGUSUSG TS MOMIOTUONAl BOCACY «oo cnc cece cccccrccecceces Page 3 

Pat Weaver, NBC’s vice-chairman, says that TV is moving toward a 
magazine format, away from radio sponsorship pattern ...... Page 3 

Hornstein Photo Sales’ institutional advertising paid off. The com- 
pany found profits and good will in this package .......... Page 24 

Milnot Co. and its agency, Henri, Hurst & McDonald, are still amazed 


SRR OO Oe 


REGULAR 
Advertising Market Place ... .64 
Along Media Path ........... 61 
Coming Conventions ......... 34 


Creative Man’s Corner 
Department Store Sales 
artic foun 4, asd<w 04 6-4 4-08 12 
Eye and Ear Dept ............ 
Getting Personal 


and delighted that their premium offer over the “Cliff Johnson Fam- 
ily” radio show drew 31,400 requests 


De aes Wie oath ae a aaa Page 71 
FEATURES 

Looking at Retail Ads ........ 44 
Mail Oorder Clinic .......... 42 
Merchandising Devices ...... 20 
ES a er 67 
Photographic Review ........ 52 
Salesense in Advertising ..... 43 
Voice of the Advertiser ...... 58 
What They’re Saying ........ 12 


Fellows Says Video 
Billings Will Pass 
|'AM Within 2 Years 


| Lovursvitte, June 17—Competi- 
|tion between media is going to 
contribute to the betterment of 
each, and we have already seen 


| evidence of that in many so-called | 


|radio-television markets,” Harold 
|E. Fellows, president of the Na- 
tional Assn. of Radio & Television 
Broadcasters, told the spring meet- 
ing of the Kentucky Broadcasters 
Assn. last week. 

Pointing out that there are about 
two TV stations in operation for 
every 24 AM stations, Mr. Fellows 
predicted that television billings 
will surpass radio within two 
years. 

“Such a_ prediction does not 
mean that the two will at that 
point or any point in the future, 
| find it impossible to live together. 
| It does mean, perhaps, that each of 
us in his respective field must 
bear more heavily upon the virtues 


ifind the answer to how these two 
| Shall live together. 

that we become competitive,” Mr. 
|Fellows said, “and even here one 
lonly needs examine the annual 
| expenditures in advertising by me- 


of understanding and patience to) 


“It is only at the point of selling | 


dia to determine where radio must 

| go and where television must go in 
/order to expand their own in- 
| come.” 

The only two factors which can 
destroy a radio station, he said, 
are (1) “bad management, bred of 
indolence, ignorance, greed and 
fear,” and (2) “location in a busi- 
ness community where its services 
are not needed because of a mul- 
tiplicity of services.” 


Farm Bureau Names List 

Otto F. List, for the past four 
years advertising and promotion 
manager for the National Assn. 
of Housing Officials, Chicago, has 
been named: assistant advertising 
manager for The Nation’s Agricul- 
ture, official publication of the 
American Farm Bureau Federa- 
tion, Chicago. 


Lorillard Names James V.P. 

Alden James, director of adver- 
tising for P. Lorillard Co., New 
York, cigaret manufacturer, has 
been elected v.p. to succeed Todd 
Wool, retiring v.p., treasurer and 
secretary. Mr. James, who is also 
a director, will continue to direct 
the company’s advertising. 


Cook Named Bingham A.E. 

Charles W. Cook, formerly sales 
manager for Whyte-Hook Papers 
Ltd., has joined John McKenney 
Bingham Ltd., Toronto agency, as 
an account executive. 


Sells This — 


Eff. Buying Inc.. .$1,269,007,000 


Retail Sales .... 960,655,000 
Food Sales ..... 210,697,000 
Automotive Sales 188,285,000 


Approximately ONE-THIRD of 
| North Carolina's general business 

activity takes place in the 33 
‘| County ‘Golden Belt of the 
| South.” NOTE THIS, "A Schedule 
Buyers'"—The News and Observer 
is the ONLY Morning-and-Sunday 
Newspaper published in the en- 
tire area! The ONLY paper big 
enough to merchandise and do 
justice to your hard-hitting “A 
Schedules.” 


News and Observer 
MORNING & SUNDAY 
Raleigh, North Carolina 


ONE Big Newspaper 


@ HERE’S THE GOLDEN BELT 
PICTURE FOR 1952 


(SM 5/10/53) 


General Mdse. . .$130,219,000 
House-Furn.-Rad... 54,653,000 
Drug Soles ...... 26,673,000 
Farm Income ..... 532,408,000 


RALEIGH, North Carolina 


Pte 


Metropolitan Pop. 136,450 
(US Census, 1950) 


First City in North Carolina 
for the 4th Straight Year! 


Per Family $61 82 


Income . . 
(SM 5/10/53) 


115,926 Morning 


124,080 Sunday 
(Publisher's Statement 3/31/53) 


GHICAGO+ NEW YORK - DETROIT - ATLANTA « Ome 


CHAMLOTTE - 
ST, WOUND . MEMPHIS - GAN FRANCISCO - LOS ANOLES 
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(mers Club card 

A SINGLE CREDIT CARD FOR BETTER RESTAURANTS IN. ALL MAJOR CITIES a 24 

Empire State Building «© j§§ New York ¢  BRyant 9-2160 e : 

uy a 

April 28, 1953 | 

. | Mr. John Camillone | 
7 Advertising Departmeit s 
N. Y. Herald Tribune ao : 

, 230 W. hist Street : ; 
New York, Ne Ye | 

Dear Mr. Camililone: | 


ob you and your staff 
did on assem ge of cooperative 4 


advert: 


| 
I want to congrat 
| 


3 {> 

esultsfrom the ad proved once again that thajjew York ; a 

ald Tribune is a superb advertising medium fo ose pa 

seeking to reach 2 upper and upper-middle oe brackets, . 

New memberships in Diners! > jumps siderably f s } 
as a result of is , ‘ 4 
fur colleagues in the business world as a most effective i 

el for advertising, . 


Again, my congratulations and many thanks for the sple 
resentation. 


Matty ns 
| ds sromotion Director 


MS: aw 
IN CHICAGO: iN LOS ANGELES: 
33 NO. LASALLE STREET 910 N. LA CIENEGA BLVD. 


TEL. RANDOLPH 6-2775 TEL. CRESTVIEW &-65201 


. 
= 
e 
e 
f 


For boosting new memberships in the Diners’ Club... for selling any product or service 
in New York... the best way to get results is in the Herald Tribune Quality 
Market. It’s a waste-free audience of the families with high incomes, unusual securities 
and property holdings ...the people that uy at all price levels — Five Billion 
Dollars BIG! Get full details... now! 

NEW YORK 


‘ quaity Buys quantiry: sterald Tribune : 
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isewife was ac- 
customed to buy. 4 every day, she 
now buys on tie average of 18 
times a month. Pt where her av- 
erage purchase 1s a few dollars 
at a time, it ma, now total up to 
$20 or $30 in a single visit.” 


“Where the } 


Manufacturers Must Do a Lot to Help 
Supermarkets Sell Soft Goods: Lebow 


(Continued from Page 3) the supermarket on modern mar- 
Mr. Lebow said. And, he added, keting, Mr. Lebow said that “never 
“almost nothing that you have before have so few retail outlets 
done can you do in quite the same’ commanded so large a proportion 
way when you work with super- of the total business in any field. 
markets.” , Some 17,000 supermarkets, repre- 
| senting less than 5% of all the food 
s Commenting on the effect of stores in the U.S., are today doing 
over 43% of the food business. At 
retail, food adds up to $40 billion 
a year. 


o 
Expression of thought “To understand the significance 


s 
must have definite shape .; :::. supermarket,” he said, “we 
and LASTING ons ie must go beyond the triumph of 
Phone MObawk ante peste mire hector will self-service. The automobile is as 
4-6134 show. Yours for free inspection. much a part of the pattern of su- 


JAY P WALK ADVERTISING TYPOGRAPHY Permarket shopping as is the open 
: cates os e011, display and check-out counter. 


® Speaking of tne high rate of 
turnover in supermarkets, Mr. 
Lebow said that -ome products 
such as milk tur: ver 300 times 
a year. That is w! ©. he said, that 
food store marku; range from 8% 
|to 25%, with an 
markup in the supermarket ap- 
proximately 17%. 

Contrary to general belief, he 
said, cigarets show a big profit in 
supermarkets. A recent study, he 
said, showed weckly sales of cig- 
'arets per square foot amounted to 


erage over-all | 


| $59.45, the highest figure of sales 


per square foot out of 188 com- 
modity classifications. As a result 
those supermarkets surveyed were 
doing 3.2% of all sales in cigarets, 
with a gross margin of 5.75%. 


@ Today, Mr. Lebow said, with 
more than 17,000 supermarkets, 
and another 1,000 to be opened this 
year, their competition is no long- 
er the neighborhood grocer. They 
are competing with one another. 
As a result, their profit margins 
are going down. So they seek high- 
er markup items. 

“That is how toilet goods and 
drug items came into the super- 
markets. By concentrating on the 
fastest-moving, most heavily ad- 
vertised health and beauty aids, 
supermarkets are doing a _ very 


Impact 


Copyright 1934, The New Yorker Magazine, Inc. 
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“Look out, Harry!” 


Over the years, thousands of adver- 
tisers have learned that The New 
Yorker hits hardest where sales of 
quality goods are greatest. 81% of 
The New Yorker’s U. S. circulation 
is concentrated in the 47 major 
metropolitan centers from coast to 
coast. 75% of all department store and 


women’s ready-to-wear sales in the 


THE 


NEW YORKER 


‘No. 25 WEST 43xn STREET 
NEW YORK 36,N. Y. 


SELLS THE PEOPLE OTHER PEOPLE 


United States are made in these mar- 
kets. New Yorker readers are the best 
customers of the best stores in these 
rich areas. This explains why The New 
Yorker carries more national retail 
advertising than any other magazine 
by a wide margin. The New Yorker 
sells goods—quality goods—over the 


counters of America’s top stores. 


FOLLOW 


ithe Albany Times-Union 


/ eral 


a 
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large and growing share of the 
total business in these particular 
commodities. Today supermarkets 
are selling 53% of all tubes of 
Colgate’s toothpaste sold in Amer- 
ica,” he said. 

Soft goods items going into su- 
permarkets must be reduced to the 
fastest-selling, quickest turnover 
items only, Mr. Lebow said. 


Southern Comfort 
Ties Soft Drinks 


to New Campaign 


St. Louris, June 18—Southern 
Comfort Corp. will team up with 
Seven-Up, Canada-Dry and Dole 
pineapple juice for a mid-summer 
campaign based on three hot 
weather highballs. 

Full-color bleed pages will open 


| the drive on the consumer level in 
| the August Ebony and the July 27 


Life. A double truck in the June 
Liquor Store broke the campaign 
to the trade. 

Timing was set to hold the cam- 


paign past late spring to avoid 
competition for attention with 
drink promotions of other distil- 


'lers, according to Krupnick & As- 


sociates, agency for Southern Com- 
fort. 


a Seven-Up plus Southern Com- 
fort has been dubbed the Confed- 
erate Cooler in the campaign, with 
Canada Dry’s Quinac making up 
the Southern Tonic. The Deep 
South motif is varied with the 
pineapple juice combination, called 


_the Honolulu Cooler. 


Merchandising includes an “Old 
South Cooler” display with bottles 


'and cans of the four products to 


spark over-the-counter sales. Mag- 
azine ads call attention to recipe 


| folders available at liquor stores. 


Archibald and Robb Named 
Publishers of Hearst Papers 


Fred I. Archibald, publisher of 
for the 
past 15 years, has been named 
publisher of the Baltimore News- 
Post and Sunday American, all 
Hearst newspapers. He succeeds 
the late W. M. Baskervill. 

Hearst also announced that Gene 
Robb, formerly assistant to J. D. 
Gortatowsky, general manager, 
will succeed Mr. Archibald as pub- 
lisher of the Albany newspaper. 
Nelson J. Quimper, formerly gen- 
manager of the Baltirnore 
newspapers, now becomes assist- 
ant publisher of the papers. 


Names Modesto Advertising 


Nick Sciabica & Sons, Modesto, 
Cal., producer of Marsala olive oil, 
has appointed Modesto Advertising 
Agency, Modesto, to handle its ad- 
vertising. A preliminary promotion 
in the 11 western states includes 
advertising on KRON-TV, San 
Francisco. Later, other media will 
be used. 


2 Name Theodore H. Segall 


Robert S. Atkins Co., San Fran- 
cisco clothier, and M. Cellar Co., 
San Francisco houseware jobber, 
have appointed Theodore H. Segall 
Co., San Francisco, to handle their 
advertising. 
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**.. regardless of the size of your budget.”’ 


You can be on network TV 


for less than two million bucks 


You may have heard the fallacy that 
it takes a two-million dollar budget 
to use network television. Of course 
it doesn’t. One way to prove it is 
with Dave Garroway’s show TODAY. 
Sponsor number 42 to sign up with 
Dave is ‘‘Adolph’s Meat Tenderizer.” 
It’s costing them less than $21,000 
to be on network television. For this 
comparatively small outlay, the 
company will reach an estimated 5% 
million unduplicated viewers during 


a five-week period. 


There you have it. You can use the 
tremendous effectiveness of network 
TV regardless of the size of your 
budget. Any one of several NBC plans 
can be adapted to your needs. You 
don’t have to be a millionaire to get 


your money’s worth. 


a service of Radio Corporation of America 
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Coast Women’s Adclub Elects CBS, DuMont Unveil 
Grace Cawthon, Metropolitan! 


Press, has been elected president | Fi Li 

of the Women’s Advertising Club) New TV, Hi Fi Lines 

of Portland, Ore. Other officers New York, June 18—Two more 
elected are Mrs. Ilene Rose, Vit-| TV manufacturers introduced their 


Business publications will also be jor markets, featuring CBS stars. 
used. Campbell-Ewald Co. is the All new markets will have satura- 
agency. ,tion spot radio and newspaper 

|campaigns run in 13-week cycles. 
® High fidelity sound and a new A network TV program also is 
17” model selling for $179.95 will planned. A page ad will run week- 


aminerals Co., lst v.p.; Mrs. Ethel 
Menton, Menton Dress Shop, 2nd 
v.p.; Myrtle Brunswick, auditor, 
treasurer, and Dr. Irene L. Lucas, 
secretary. 


KNX Appoints de Varennes 


Richard O. de Varennes, for- 
merly a Los Angeles sales repre- 
sentative for Procter & Gamble 
Co., Cincinnati, has joined the 
sales department of KNX, Los An- 
geles. He will contact food brokers 
and manufacturers’ representa- 
tives on a national basis. 


IT’S IN THE BAG 
when you use photos in your 
promotions. Surveys prove 
people prefer them. Pictorial 
mags. and newspapers reach 
top circulations because of 
them. SINGLE PRINTS o 
money-saving sub. avail- 
able. Write for FREE Proof- 
book No. 11. 

EYE*CATCHERS, Inc. 
207 E. 37th St., N. Y. City 16 


'summer and fall lines to dealers 
;and distributors this week. 

| “Complete comparison of all 
| features” will be the theme of the 
advertising program for the cur- 
|rent line of 16 television receivers 
_shown to DuMont dealers. 

With a low price of $199.95, the 
jline includes table models, en- 
'sembles and consoles available in 
ltraditional, contemporary and 
modern designs. Fifteen of the re- 
| ceivers have built-in 82 channel 
|tuning optional at $50 additional 
‘cost. All have phono-jack attach- 
ments and integral UHF-VHF an- 
| tennas. 

Advertising plans include an ex- 
‘tensive national magazine sched- 
ule, sizable newspaper insertions 
in selected markets and a new co- 
operative plan aimed at achieving 
more quality, consistency and con- 


tinuity in dealer § advertising. 


be featured by CBS-Columbia 
Inc. at mid-year. CBS will push 
three lines, Promotional, Studio 
and Masterline. 


At its distributors’ convention 


ly in at least one national maga-| 


zine from September through the 
end of the year. 

| Ted Bates & Co. 
agency. 


is the CBS 


this week, CBS also unveiled a, 


new color television set. Not for 


sale, it was shown ‘» indicate what 


the company is doing along color 
TV lines. The sei has a 16” tube 
with a 14” picture. A prediction 
that no significant number of col- 
or TV sets will be on the market 
for another year was made by 
David H. Cogan, CBS-Columbia 
president. 

The new hi-fi system to be used 
in the television line includes two 


Industrial Admen Elect 


Richard H. Koehler, advertising 
manager for Le Roi Co., Milwau- 
kee, has been named president of 
the Milwaukee Industrial Market- 
ing Assn. Other officers elected 
| manager, Nordberg, Mfg. Co., v. 
p.; Louis A. Flora, assistant adver- 
_tising manager, Inland Steel Prod- 
‘ucts Co., secretary, and Elmer A. 
Rafenstein, Hartwig Displays Inc., 
treasurer. 


speakers placed at the sides of the 


cabinet instead of in front. 


Ad plans call for concentration | 


in- radio and national magazines 
with saturation campaigns featur- 
ing CBS performers slated for ma- 


_Chatfee Joins KXIC, lowa City 

Robert E. Chaffee, formerly with 
Columbia Broadcasting System, 
has joined KXIC, Iowa City, as 
‘sales manager. 


whow the MONEY flows ! 


71% of the Plain Dealer's daily circulation in Greater Cleveland 
reaches families that account for 73.9% of the city’s retail sales.* 

In addition to blanketing Cleveland’s effective buyers, the Plain Dealer 
advertiser gets a valuable bonus—dominant coverage of the 

rich 26-county adjacent area that constitutes the Plain Dealer’s 


famous 2-in-1 market... both for one low cost. 


*Total Sales . $1,733,424,000 Drugs . . . . . $56,838,000 


Food .. 
Gen. Mdse. 


. 458,674,000 Furn., Hsld., Radio 


° 263,872,000 
May,! 


CLEVELAND 


PLAIN DEALER 


Cleveland’s Home Newspaper 


Cresmer & Woodward, Inc., 
New York, Chicago, Detroit, San Francisco, Los Angeles, Atlanta 


(Figures — Sales Management Survey, 
959) 


85,680,000 
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Fans Like Cute, 
Short TV Ads, 


Survey Shows 


| New York, June 17—Lucky 
|Strike, Muriel cigar and Ajax 
cleanser commercials are liked best 
_by local television viewers, accord- 
_ing to a study just released by Ad- 
vertest Research, New Brunswick, 
oe 2 

| Made last month, the study is 
based on 753 personal interviews 
with set owners throughout the 
New York area. Philip Morris, 
Piels beer and Knickerbocker beer 
were the most disliked TV com- 
mercials. 

For commercials they liked, 
viewers gave reasons like, “‘con- 
tains music, song, jingle,” “like 
person who delivers ads” and “cute 
and clever.” They disliked the 
commercials because they “dislike 
the announcer,” or felt there are 
“false claims” or that the commer- 
cial “is too long.” 


es More than half of those inter- 
viewed liked cartoon-type com- 
mercials and liked best a presen- 
tation which showed the product 
in use. Respondents named the 
most convincing TV commercials 
in 12 product categories. Leaders 
were as follows: 


Automobiles ... Chevrolet 
BN ee Ballantine 
NSS. oe grd ds £004 Cheerio 
Cigarets ....... Chesterfield 
Coffee (instant) Maxwell House 
Cosmetics ..... Hazel Bishop 
Deodorants .... Stoppette 
Laundry soaps . Tide 
Shampoo....... Halo 

Soft drinks .... Coca-Cola 
Toothpaste Colgate 

_y | re RCA 


Sound is as important as sight 
in the remembering of a TV com- 
mercial, Advertest reports. After 
respondents had named the first 
three brands they remembered be- 
ing advertised on television, they 
were asked to tell everything they 
remembered seeing and hearing 
for each. 

For 89% of all brands named, 
respondents gave an adequate de- 
scription of what was shown, and 
for 92% they adequately recalled 
what was said. 

Seven out of every ten said they 
sometimes feel like criticizing tele- 
vision advertising—mainly  be- 
cause “programs are interrupted 
too often” and “advertising is repi- 
titious. 


BAB’s Hardesty 
Says Poor Copy Is 
Losing AM Business 


Houston, June 17—‘Poorly pre- 
pared radio copy is the No. 1 rea- 
|son for lack of account renewal,” 
John F. Hardesty, director of local 
/promotion for the Broadcast Ad- 
| vertising Bureau, told a sales clin- 
‘ic here last week. 
| It is the individual station’s ob- 

ligation, he said, to place at the 
|disposal of local advertisers and 
‘agencies copywriters of a profes- 
| Sones caliber who are fully ac- 
quainted with the account, product 
/and type of consumer a particular 
| advertiser wants to reach with his 


| message. 
The clinic agreed that generally 
radio is underpricing itself in 


| practically every market. Meeting 
Chairman Jack Harris, general 
manager of KPRC, said he would 
be “very surprised if any station 
in the entire state of Texas were 
charging enough for radio...The 
biggest mistake any radio operator 
can make today is to sell his time 
too cheaply or to sell it off the rate 
card.” 
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Two Important New 


Money-Making, Money-Saving 


Services for Farm Market Advertisers 


ADVERTISERS WITH REGIONAL DISTRIBUTION MAY NOW BUY 
FARM JOURNAL REGIONALLY. 


To those advertisers who want farm magazine coverage in the far 
west only, or, nationally except in the far west—FARM JOURNAL now 
offers not only good coverage where it is wanted most but all 
of the power, the extra editorial impact, the prestige, the high 
merchandisability and the low cost of America’s largest and most 
successful farm magazine. 


ADVERTISERS WHO BUY SPACE FOR DEALER LISTINGS MAY NOW IN- 
CREASE OR DECREASE THE AMOUNT OF SUCH SPACE, AS NEEDED, IN 
EACH OF FARM JOURNAL’S THREE EDITIONS—CENTRAL-EASTERN, SOUTHERN 
AND WESTERN. 


Many months ago, FARM JOURNAL reduced the cost of listing 
dealers by enabling advertisers to change their copy in each edition. 


Now FARM JOURNAL makes it easier and cheaper than ever for 
advertisers to build campaign enthusiasm and support among the 
men of distribution, to take full advantage of this magazine’s 
heavy local coverage in the best agricultural areas. 


BOTH OF THESE NEW MONEY-MAKING, MONEY-SAVING SERVICES FOR 
FARM MARKET ADVERTISERS TAKE EFFECT WITH THE SEPTEMBER ISSUE. 
RATE CARDS ARE ON THE WAY. IN THE MEANTIME, CALL OR WRITE 
YOUR NEAREST FARM JOURNAL REPRESENTATIVE FOR FULL DETAILS. 


A Lankans. 


PUBLISHER 


The Farm Journal 


Washington Square, Phila. 5, Pa. 
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40,764 Daily lead, 79,781 Sunday lead 


Here’s a dominant circulation lead that gives you sales- 
making coverage in Oregon. The Oregonian now leads 
Portland’s 2nd paper by 22% daily and 38% Sunday. 
You get the extra power of 40,764 more buying families 
six days every week. And on Sunday your Oregonian 
advertising increases its leadership in Northwest homes 


by almost 80,000 over the 2nd paper. 


MAKE YOUR SALES GROW WITH THE 


Growing circulation produces growing sales for ad- 
vertisers. Today The Oregonian’s advertising linage is 
increasing at the fastest pace ever recorded. More adver- 
tisers getting more results is proved by a gain for the 
first five months of 1953 over the same 1952 period of 
more than one million lines. These increases are being 
made by advertisers in all classifications—retail, general 
and classified—whose results have made The Oregonian 


first in advertising! 
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GREATEST CIRCULATION 
LEADERSHIP IN HISTORY 
OF OREGON NEWSPAPERS 


| Oregonian gives you 


PLAN YOUR SALES CAMPAIGNS NOW WITH THIS 
CIRCULATION LEADERSHIP WORKING FOR YOU 


JOIN THESE ADVERTISERS AND BE FIRST 
IN SALES POWER 


Circulation Area Daily Oregonian Sunday Oregonian Advertieng Cessneanen Ro L Coopenton Greg “a 
Oregonian Daily Lead Oregonian Sun. Lead ge eads 2nd Paper] Cain 52 - '53 
City Zone Carrier Delivery 74,608 7,797 77,910 16,348 Retail Advertising 5,292,757 191,354 741,515 
Total Portland City Zone 92,202 3,027 105,302 23,861 General Advertising 1,406,630 291,278 116,158 
City and Retail Trading Zone 140,554 7,134 162,648 31,999 Classified Advertising 3,183,106 1,381,692 264,518 
TOTAL CIRCULATION 229,004 40,764 289,542 79,781 TOTAL ADVERTISING 10,385,835 1,943,581 1,165,311 


Source: Media Records for 1st 5 mos., 1952 - 1953; 


Source: A.B.C. Publishers’ Statements for 6 mos. ending March 31, 1953 Does not include A.W., T.W. 


GROWING Oregonian PORTLAND 1, OREGON 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT. INC. 
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Consider the Complexity 


Just in case any misguided reader of ADVERTISING AGE should be 
getting the notion that American marketing is fairly simple or easy to 
understand, we call the attention of the class to the case of the Three- 
Legged Cannon in Lever House. 

In this wonderfully fascinating merchandising menagerie, Lever 
Bros., through an arrangement with a perfectly willing Cannon Mills, 
undertakes to supply users of its various products with three “highest 
quality, 51 gauge, 15 denier, fully proportioned nylon stockings” for 
$1 plus box top. 

So far, we have nothing very extraordinary. The “pair-and-a- 
spare” deal, originally tried out with Lever’s Good Luck margarine, 
saved hosiery buyers about 55¢ a pair, and worked so well that it is 
being extended to eight additional Lever products. But—hearken to 
a Lever merchandising man expound on the possibilities: 

“There are 60,000,000 women in the U. S. and every one of them is 
a potential customer for Lever products. Statistics show that 98% of 
them wear nylons. Average purchase is 14.4 pairs a year. 

“Our products, generally speaking, are based on a weekly purchase 
cycle. This means that the average woman will have an easy avail- 
ability of box tops—or coupon inserts—to let her purchase all the 
nylons she needs at a great saving.” 


Now then. This sounds delightful for Lever Bros. and Cannon Mills. 
But what happens to the people, aside from Cannon, who are already 


in the nylon hosiery producing business? What twists and tricks of 
promotional legerdemain can they develop to meet this sudden com- 
petition from a soap maker who has heretofore been more interested 
in washing women’s hose than selling them? What effective action 
can they take, besides urging Procter & Gamble and Colgate to get 
into the stocking selling business, too, with their hosiery? Their petty 
efforts to outdo each other in the scramble for milady’s favor must be 
all forgotten in their mutual concern over this new and deadly com- 
petitor who has suddenly come from nowhere. 

Fortunately, Lever Bros. and Cannon Mills are extremely un- 
likely to corner the nylon hosiery market, and there is a mighty good 
chance that other hosiery producers will weather this, as they have 
weathered other storms. And yet a deal like this could have a notice- 
able effect upon a marketing pattern for a whole industry, and it 
certainly demonstrates that U. S. marketing is not a game designed 
for slow-moving or dim-witted people. 


Giving Young People a Chance 


With the approach of the summer season, it seems appropriate to 
raise the question, once again, of what the advertising business might 
do to recruit young talent on a more systematic basis than is now 
the case. 

Although a number of advertising agencies and advertising depart- 
ments put on college students for temporary work during the summer, 
there has been no organized effort along this line, to our knowledge, 
since an “internship” program which was conducted by the Chicago 
Federated Advertising Club and Northwestern University before the 
war. 

Whether this program was successful is difficult to say; it operated 
for only a short time before the war brought it to an end. But it does 
seem agreed that advertising can’t be learned wholly in the class- 
room, and that actual experience under actual operating conditions 
is essential. This being true, some sort of internship device seems 
called for. 

Perhaps the Four A’s might extend its present system of aptitude 
and experience examinations to the point of developing a nationwide 
clearing house through which good prospects and willing employers 
might get together. Or perhaps other associations, acting jointly or 
independently, might develop programs in cooperation with leading 
universities which might fill this need. 
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Rough Proofs 


Rusty Barnes’ “health barome- 
ter” for drug manufacturers is in- 
tended to help them take full ad- 
vantage of the potential of the 
great American cold. 


Chrysler is looking for “an 
engineer who can write,” probably 
meaning one who can marshal 
the facts without letting his blue- 
prints show. 


“Wash them with Surf and they 
smell like sunshine.” 

And if you think Lever Bros. 
isn’t referring to clothes, you’re 
wrong. 


So many Americans are travel- 
ing to Europe this summer that 
locating the quaint local atmos- 
phere of the old world is going to 


Surely, you'll want to play a part in so 


—Lichty, in the Chicago Sun-Times 
“Never before has credit buying reached such tremendous proportions, folks!.. . 


stupendous an American achievement!’” 


What They’re Saying 


Generic Names Urged 

The proposal recently made by 
an eminent prescription pharma- 
cist, before a Buffalo pharmacy 
audience, that physicians be in- 
duced to use generic names when 
writing prescriptions and leave it 
up to the pharmacist to decide 
what brand of the product to sup- 
ply, may, or may not catch on 
throughout retail pharmacy and 
medicine but there can be no doubt 
that it was seriously presented. 

By way of explanation, it was 
pointed out that physicians and 
pharmacists, in a_ given area, 
should confer and decide what 
brands of a drug they would use, 
the brands to be limited to those 
marketed by the legitimate and 
outstanding manufacturers. 

Would this constitute a mono- 
polistic practice? Would it be in 
restraint of trade? We refer to the 
matter here, because of its bearing 
upon “the duplication problem” 
which is fast becoming an obses- 
sion with retail pharmacists, and 
bids fair to get out of hand if their 
current reactions are any indica- 


tion of what lies ahead. 
—Editorial in Drug Trade News, May 
25 issue. 


Make Industrial Ads Deliver 
When you approach the reader 
of an industrial publication, you 
have a definite advantage. The 
industrial publication reaches a 
select group of people who, you 
know beforehand, are interested 
in reading about their field. 
They are cover to cover readers, 
looking for new products, new 
ideas, new information, new tech- 
niques. Advertising in an indus- 
trial book can be and should be 
as helpful as the editorial content. 
The first requirement is to make 
your advertisement interesting, 
in appearance and in fact. As- 
suming that the product is good 


(the quickest way to kill a poor! 


cedure may seem basic, the num- 
ber of advertisers who ignore it 
is amazing. 

A second consideration which 
must be kept constantly in mind 
is the creation of a favorable atti- 
tude. Impressing top level execu- 
tives is important, but equally im- 
portant are the junior executives 
who will some day step into these 
men’s shoes. Important, too, are 
those who, while not in an official 
buying capacity, could neverthe- 
less cause resistance at a crucial 
point by simply asking that deadly 
question, “Who are they?” 

Advertising can never do the 
same selling job that a salesman 
can do. But few salesmen are for- 
tunate enough to be able to single 
out, in a prospect’s organization, 
all the individuals who have real 
buying influence. Here advertis- 
ing steps in at a cost of two or 
three cents per prospect. 

Industrial advertising delivers 
your message to a selective group 
—which may or may not be imme- 
diately in the market for your 


product. It includes many potential | 


customers not open to the sales- 
man’s direct approach. It presents 
a unified, specific message de- 
signed for any and all members 
of the audience. 


It uncovers hidden buying in- | 


fluences, delivers prospects 
reaching groups you might not 
suspect to be potential buyers. 
And a sustained campaign pro- 


vides repetition to drive your story | 


home... 


—Making the Industrial Advertising 
Dollar Deliver, from Views with In- 
terest, house organ of Albert Frank- 
Guenther Law, New York, issue of 
May-June, 1953. 


Slow Down, Announcers 
Radio and television announcers 
must realize that they are talking 
to small, relaxed home audiences. 
Instead of harranguing the public 


by | 


be unusually difficult. 
= 


An insurance company looking 
for an adman emphasizes its lo- 
cation “with access to Wisconsin’s 
great vacationland.” 

Okay, just how long are your 
vacations? 


“Grocers don’t hurt druggists, 
Peckham says.” 

But the druggists will keep right 
on promoting fountain and lun- 
cheonette sales, anyway. 


The brewery workers’ strike in 
Milwaukee is cutting down the 
/supply of the amber fluid, but thus 
far has not interfered with pro- 
| duction of TV sports shows. 


* 
By putting the shows on CBS TV 
as well as ABC, General Mills is 
going to double the opportunity of 
“The Lone Ranger” to bring das- 
tardly miscreants to justice. 


In view of the large number of 
‘honorary degrees now being con- 
|ferred by colleges and universi- 
ties, it’s only fair that you address 
your distinguished confreres here- 
after by their new title of “Doc- 
tor.” 


A Chicago publisher is adding 
|a new and non-political meaning 
'to “the big fix” by stressing its 
importance in home moderniza- 
tion. 

7 


| Carl Gorr suggests that the time 


‘and energy used by printers in 
| building up alibis for late deliver- 
ies could be used better in getting 
out the work on time. 


The owner of a trade magazine 
offers his publication to someone 
| who wants to “settle down in the 
publishing field,” but recent con- 
vention reports suggest this isn’t 
necessarily a quiet and serene ex- 
istence. 


. 


A woman usually goes to the 


product is to advertise it), the|in rapid fire fashion, they should hospital to have a baby or an op- 
advertiser and agency should ask| change to a slower, quieter and eration, but with Guest-Pac now 
themselves “what specifically, do more sincere type of delivery...| Providing patients with beauty 


we have to offer?” Then make 
sure that the advertising is geared 
to the answer. Although this pro-| 


—Bishop Fulton J. Sheen, speaking 
before Admiral Corp. distributors and 
dealer meetings in New York and 
Chicago. 


'kits, she will be much better able 
to face it. 
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The 5" Dimension 


GIVES MORE RESULTS PER 
ADVERTISING DOLLAR IN 


DELAWARE VALLEY, U.°.A. 


THE GREATER 
PHILADELPHIA MARKET 


tae : CORRS ca » 
» POPULATION: 
e Philadelphia area, 
over 4,500,000 
persons 


ee Mon ‘ 
PE 2 counrprt” 
NV rr PA Va 


” MANUFACTURING 


Delaware Valley 
, is World's Great- 
est Industrial 


le sii # count Area | 
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sure market 


CUMBERL 4 
Counry wb 


To establish Delaware Valley’s impor- 


GROWTH 
e FACTOR 


Capacity and potential 
for dynamic expansion 


tance in your sales picture, look at the 
first four dimensions. Today, 112 billion 
dollars goes into Delaware Valley indus- 
trial expansion... 114 million families 


spend record sums. That crucial “5th 


Dimension”— The Growth Factor — 
means even more sales at /ess cost from 
your future advertising here. Behind 
this progressing boom stands THE 
PHILADELPHIA INQUIRER, favorite with 
advertisers seeking sales dividends all 


over dynamic Delaware Valley! 


= Che Philadelphia Prguirer 


Constructively Se-ving the World's Greatest Industrial Area 
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NEWSWEEK 


announces new 
circulation guarantee 


900, O00 
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NEWSWEEK is pleased to announce a new circulation guarantee— 
900,000 net paid—to take effect with the issue of January 4, 1954. 


New advertising rates, effective at the same time, will materially 
reduce the basic rate per thousand. NEWSWEEK’s new guarantee in- 
creases circulation 12.5 per cent; the increase in rates is 7.3 per cent. 


NEWSWEEK’s new circulation guarantee is made possible by the 
growing recognition on the part of thinking people that NEWSWEEK 
offers a news service specifically designed for the needs of today’s 
turbulent world. Thus, NEWSWEEK’s circulation growth has been 
natural and voluntary, assuring the advertiser of a receptive and 
responsive audience. 


EVEN MORE THAN BEFORE... 
FIRST CHOICE TO SELL — 
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Elks Magazine 


added 


MORE LINAGE 


in 1952 over 1951 
than any of the 11 other 


facturers can keep the long term 
trend of U. S. exports moving up-| 
ward, McGraw-Hill International 


in the 
fraternal, outdoor 
and 
general groups 


MAGAZINE 


New York © Chicago © Detroit « Los Angeles 


52 Exports of U.S. 
‘Medical Products | 
Hit $450,000,000 | 


New York, June 16—The 1952. 
export market for U. S. health, 
hospital and drug products, equip- 
ment and supplies reached the sec- 
ond highest level in history— 
$450,000,000. This as less than) 
the record breaking evel of $567,-_ 
000,000 in 1951 bu was 8% over 
the base-year leve’ { 1949. 
| Aggressive selling and advertis- 
ing on the part of American manu-. 


Corp. says in its annual survey of 
/overseas markets for drug and al- 
lied products. 


Despite the recession from 1951, 
when high prices and scare buy- 
ing combined to set the over-all 
‘record, exports last year showed. 
‘good gains over both 1949 and. 
1950, the study shows. Drug store 
/sundries, supplies and equipment, | 
including cosmetics, toiletries and 
'personal hygiene articles, were 
'20% higher than in 1950. A 28% 
gain over 1950 was registered in 
the field of medical, surgical and 
hospital equipment and supplies. 
Although there was a fall in 
prices of many antibiotics, pharm- 
aceutical and biological products, 
\shipments last year were approxi- 
“mately 10% above those of 1950. 


_Usen Canning Names Reingold 
_ Usen Canning Co., Boston pro-| 
ducer of fish foods for cats, has ap-| 
|pointed Reingold Co., Boston, to. 
handle its advertising. Arnold & 
Co., Boston, is the previous agency. 


| 
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YOU MIGHT GET A 1600-LB. 


BULL MOOSE "— 


BUT... 


YOU NEED THE 
FETZER STATIONS 
TO BAG AUDIENCES 


IN WESTERN MICHIGAN! 


RADIO: WKZO, Kalamazoo, and WJEF, Grand 
Rapids, are Western Michigan’s outstanding radio 
values. February, 1953 Pulse figures for Kala- 
mazoo-Grand Rapids credit WKZO-WJEF with 
41% of the morning audience, 41% of the after- 
noon, and 40% of the nighttime. The next-best 
two-station choice gets only 24%, 20% and 29%, 
yet costs 13.9% more! And Kalamazoo and Grand 
Rapids are only part of the story. Latest Nielson 
figures credit WKZO-WJEF with a 12-county au- 
dience of 151,050 daytime radio homes—130,530 
nighttime radio homes! 


TELEVISION: WKZO-TV is the Official Basic 
CBS Television Outlet for Kalamazoo-Grand 


* F. D. Fetherston and D. G. MacDonald got one this size on the Magnassippi River, Quebec, in 1889, 


| 
Rapids. Its brilliant Channel 3 picture cuticles 
more than 300,000 television homes in 27 Western | 
Michigan and Northern Indiana counties. This is 
one of America’s really important television mar- | 
kets—far bigger than Rochester or New Orleans, | 
Miami or Houston, Atlanta or Omaha. WKZO-TV 
blankets this market: April, 1953 Nielson figures 
credit WKZO-TV with an average nighttime audi- 
ence of 198,678 TV homes, or 47.9% more than 
Station “*B’’—an average daytime audience of | 


126,889 homes, or 41.3% more than Station “B”! 


That’s the Fetzer story in a nutshell. Ask your 
Avery-Knodel man! 


| 


ALL THREE OWNED AND OPERATED BY | 


FETZER BROADCASTING COMPANY 
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES | 


Advertising Age, June 22, 1953 


Getting Personal 


Denison University, Granville, O., has elected Helen Laycock, 
advertising and sales promotion manager of The Fair, Chicago 
department store, a member of the board of trustees for a three- 
year term. Miss Laycock is a Denison alumna, class of 1927... 

Solis Cantor, head of the Philadelphia agency bearing his name, 
surprised everyone at the recent magazine representatives’ sum- 
mer outing at the Manufacturers’ Country Club by nabbing three 
“impossible” hits and batting in three runs to help the agency boys 
win the annual baseball game... 

James H. Lavenson, partner in the Lavenson Bureau of Adver- 
tising. Philadelphia, recently became the first advertising agency 
executive to enroll in the American Management Assn.’s manage- 
ment course. He starts classes in October... 

Metropolitan Hartford radio station executives attended a fare- 
well luncheon honoring C. Glover DeLaney, general manager of 
Station WTHT, promoted recently to head the Gannett Newspaper 
group radio and TV stations, with headquarters in Rochester, N. Y. 
The honor guest was given a set of golf clubs. Luncheon guests 
included Paul W. Morency, WTIC; Fred Wagenvoord, WONS; 
Max Savitt, WCCC; Richard Blackburn, WTHT; Franklin M. Doo- 
little WDRC; and Julian Gross, WKNB-AM and TV... 


% 


ee Me ee 


FAMILY AFFAIR—Elliott V. Bell, editor and publisher of Business Week, had the 

pleasure of presenting a diploma to his daughter, Nancy Melissa, at Vassar gradua- 

tion ceremonies in Poughkeepsie. A member of the board of trustees of Vassar, Mr. 
Bell was asked by the college to make the presentation. 


New president of the American Newspaper Women’s club is Ruth 
Crane, director of women’s activities at WMAL and WMAL-TV, 
Washington... .Sam Cherr, v.p. and merchandising director of 
Young & Rubicam is expected back at his desk shortly. While trav- 
eling through Peekskill, N. Y. recently, he was involved in a bad 
auto accident which left him with a concussion, cracked ribs and 
other injuries requiring several weeks in a hospital... 

William Hoddap, executive director of Teleprograms Inc., has a 
new book, “The Television Manual,” just off the presses of Far- 
rar, Straus & Young. Incidentally, Bill was co-producer of “Play 
It Safe,’ the musical review honoring recipients of the Alfred P. 
Sloen radio-TV awards for highway safety... 

Ceci! & Presbrey’s president, James M. Cecil, and Mrs. Cecil are 
touring Paris, Brussels and The Hague, following a London visit 
for the coronation... Roger L. Wensley, chairman of the executive 
committee of G. M. Basford Co., heads up the corporate fund com- 
mittee for Columbia University’s new engineering center... And 
downtown at New York University’s commencement, June 10, 
among those who got an M.A. degree was Jim O’Gara, one of AA’s 
associate editors... 

For the second time in its history, the National Council of Amer- 
ican Importers Inc. presented a plaque for “distinguished service 
to the U. S. import trade.” This one went to past president Morris 
S. Rosenthal, now a senior councilor of the organization and presi- 
dent of Stein, Hall & Co... Robert Holley, v.p. at Loughlin-Wilson- 
Baxter & Persons, New York, spent a week in court recently—as a 
juryman... 

Don Smith, ad manager of Wilson & Co., Chicago, is on vacation, 
so George Hadlock, co-western-manager of Parents’ Magazine, is 
handling reservations for the Western Advertising Golfers Assn. 
outing at Minocqua, Wis., June 21-22... 

Connecticut’s delegation to the Young Republicans’ convention in 
Rapid City, N. D., included John M. Lupton, state president of Con- 
necticut Young Republicans and head of John Mather Lupton Co., 
New York... 

Frank E. Gannett, head of the Gannett newspapers, and Mrs. Gan- 
nett were awarded honorary doctor of laws degrees June 1 at Syra- 
cuse University’s 99th commencement. . . 

Chick White, head of Charles A. White Co. in Philadelphia, 
worked hard to get spots around Bishop Fulton J. Sheen’s “Life 
Is Worth Living” transcribed radio program on WIP. Yes, sir, 
pretty hard, because his client was Fitzpatrick’s Funeral Home... 

Jim Christopher, partner of the Los Angeles Hill & Christopher 
agency, has emerged from an 18-week petroleum engineering 
course. .. 

Paul W. Morency, v.p .and general manager of WTIC, Hartford, 
has been named chairman of Connecticut’s Committee for Korean 
Relief. .. 

Wesley A. Gilman, president of Lewis & Gilman, Philadelphia, 
has won an award for outstanding service to the physically handi- 
capped in the Philadelphia area... 
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1 How its done by INSTITUTIONS Magazine 


No mirrors. No trick artwork. Nothing pasted on. 


But, life-like three-dimension reproduction. Objects in 
the foreground seem to pop right out of the picture. The 
product in texture and depth, dramatic with oncoming action! 


That is three-dimension illustration as it will be uti- 
lized, both in advertising and editorial, in a special section 


of INSTITUTIONS Magazine for August. 


Three-D posed many difficult problems in set-making, 
hotography, engraving, ink development and printing. 
NSTITUTIONS Magazine drew upon a multitude of varied 
sources for research, technical information and development 
in adapting it to a national publication. 


At the very first, the editors discovered that the entire 
character of an illustration is changed by the addition of 
third dimension. The object which was the center of atten- 
tion in the “flat” picture becomes relatively unimportant in 
the 3-D photograph. A new center of attention—the person 
or object in foreground motion—is created. This principle 
becomes paramount in selection of picture subjects, perspec- 
tives and sets for the August issue of INSTITUTIONS Maga- 
zine, 


ANd HOW Vi 


What makes a superlative advertising medium? 
Drama? ... Intense reader interest? . . . Reader 
excitement? 


Every issue of INSTITUTIONS Magazine offers all these 
plus reader confidence, plus complete coverage of a stu- 
pendous market. 


INSTITUTIONS Magazine every month offers the beauty 
and emphasis of four-color editorial; the impact of large 


e Hotels, Motels 

¢ Hospitals, Sanitariums 
e Restaurants, Fountains 
e Industrial Institutions 


CONSULT YOUR ADVERTISING AGENCY 
about 


; rf) : i | 
MAGAZINE 
1801 PRAIRIE AVENUE, CHICAGO 16, ILL. 


Call 


e Schools, Colleges 

¢ Transportation Systems 

¢ Youth Service Organizations 
¢ Military Installations 


How is it done? 


In shooting the picture, the photographer uses two lenses 
(or two cameras) which are separated according to a formula 
based upon the principle of binocular vision and involving 
distance from the object and depth of the field. Two nega- 
tives are exposed simultaneously. Prints are made in contaci 
to avoid differences in weight and contrast which might 
result in distortion. Little or no retouching is possible. 


The photo-engraver makes one plate of each of the two 
negatives as in the duotone process. 


The. registering job belongs to the printer who, by trial 
and error, offsets the two plates in proper degree to achieve 
the third dimension result. He uses special transparent inks 
—red for one plate and blue for the other—to produce an 
“anaglyph.” This anaglyph, the finished reproduction, is 
viewed through a “scope.” The lenses in this viewer, or 
scope, are tinted to match the printing ink colors. 


The magazine subscriber has no problem in “reading” the 
peaeees through the scope. No adjustment for distance, 
ight or other variables is necessary. 


page size (1154 by 1434); the spur of industry programs and 
campaigns; the satisfaction of authoritative and alert edi- 
torial content. 


And now, in August—3D! 


The August issue will be the most publicized issue ever 
published by INSTITUTIONS Magazine. The 3-D features 
will be heralded by two-page announcements in the July 
issue. Every subscriber will receive a first-class letter with 
his viewer. Many readers in the second, third, fourth and 


e Clubs, Auditoriums 
e Government Institutions 
® Office Buildings 
e Dealers, Jobbers 


‘apitalis 


A few days prior to mailing of the August issue, INSTI- 
TUTIONS Magazine will send a scope to every subscriber, 
with a first-class letter explaining the dramatic new art-form. 
Since INSTITUTIONS Magazine enjoys a high degree of 
multiple readership, an extra viewer will be offered free to 
each regular reader in the institutions—--president or propri- 
etor; superintendent or manager; purchasing director; con- 
sulting architect, engineer and decorator; chief of food 
service and dietitian; head housekeeper; chief engineer, and 
superintendent of buildings. 


The press run for the issue is being increased to take care 
of special requests and new subscribers. Advertisers will put 
extra copies in the hands of their salesmen and representa- 
tives for use in interviewing their prospects. 


Technological problems and the need for close supervi- 
sion of every mechanical process will restrict the number of 
3-D advertisements to be accepted in August INSTITUTIONS 
Magazine. Suitability of product for 3-D is one criterion. 
Another is location of advertisers with respect to specialist 
photographers. Only full pages are being accepted. Price 
of the space is at a premium rate to help cover costs. 


yon it! 


fifth echelon of readership will be directly contacted by the 
publisher. 


The issue itself will be a milestone, conversation-piece and 
keepsake. It will be read, re-read, displayed, discussed, pre- 
served! 


Much reader mileage in every issue of INSTITUTIONS 
Magazine ... Most in the August issue. 


If you can’t be represented in 3-D (many can’t, because 
of cost and technical problems) do be represented in the 
issue that carries 3-D. Don’t be left out. Wire space inquiry 
now. 
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Advertising Age, June 22, 1953 


Department Store Sales... 


Sales Show 6% Rise, Four-Week Hig 


WASHINGTON, June 16—Aided by DEPARTMENT STORE 


hot weather, department store sales 
in the week ended June 6 zoomed we SALES INDEX | ies 
1947-49 equals 100 


back from the Memorial Day 
slump to a four-week high, accord- 
ing to the Federal Reserve Board. 


The big stores’ sales volume 
reached an index figure of 118 for 


Week to June 6, °53*..p118 


Week to June 7, ’52*....111 


the June 6 week, the board showed. a ¥e — ~ a ae 
This was 6% above the figure for || Week to May Th, wnt 
the corresponding week of 1952, Week to May 23, gs 


which was itself a brisk trading Week to May 24, '52*..105 


week. It was also the highest sales 
volume reported since the May 9 
week of this year. 


Booming trade in the South and, 
West—due largely to fair shop- |, 
ping weather—was the main pro- | TV Guide’ Adds Three Cities 
ducer of the week’s rise. Sales in | . Effective with the June 26 
eastern seaboard districts fell from issue, TV Guide will add Roches- 
3% to 8% | ter, Buffalo and Syracuse to its 

distribution area. The addition of 

For the 23 weeks of the year to the Rochester edition will bring 
date, the large retailers were still to 15 the number of major televi- 
5% ahead of 1952 in sales vol- sion areas served by the magazine. 
ume. Only the New York district | 


*Not seasonally adjusted. 
pPreliminary. 


Oe 


KJR, Seattle, Withdraws TV 
Request in Favor of KOMO 


As the result of an agreement 
between officials of KOMO and 
KJR, both of Seattle, KJR has 
|withdrawn its application for tel- 
evision Channel 4, which has been 
|awarded to KOMO, the only other 
|applicant. Fisher’s Blend Stations 
lInc., KOMO operator, will begin 
construction at once. Operating at 


100,000 watts, KOMO-TV_ will 
handle programs of National 
Broadcasting Co., now released 


‘through KING-TV, Seattle. 
Television network programs of 


tem, handled on KING-TV, will 
be shown in the Seattle-Tacoma 
area only on KTNT-TY, Tacoma, 
effective July 7. 


Used Car Ads Criticized 

The Chicago Better Business 
Bureau is forming an auto section 
to check used car “lifetime guaran- 
tees” and similar radio and TV 
commercial offers. Chicago Auto- 
mobile Trade Assn. members will 
finance the drive, partly in an ef- 
fort to head off corrective legis- 
lation pending in the Illinois leg- 
islature. 


the Columbia Broadcasting Sys-.| 


Names Feigenbaum & Werman 

Renuzit Home Products Co.,! 
Philadelphia maker of the Renuzit | 
home dryer and the Renuzit spot! 
remover, has appointed Feigen-| 
baum & Werman, Philadelphia, to) 
direct its advertising. Previously, 
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McKee & Albright, Philadelphia, 
had the account. Three years ago 
the company transferred its ac- 
‘count from the Feigenbaum agen- 
cy to McCann-Erickson, New 
‘York, later naming McKee & Al- 
‘bright. - 


successful and 


AIR 


“Our test schedule proved highly 


contribution to our sales.’’ 


SEND FOR new Market Data 
Book—it's yours for the asking. 


made a strong 


AMERICA, New York, N.Y, 


Members Audit Bureau a G rcvlations 


‘bbicining Olkces. WN A Vv Y 


. WASHINGTON 3132 M St. N° 
~NEW YORK 4) East 42nd St. 
CHICAGO 203 aw Wabash Av. 


TIMES 


LOS ANGELES 6399 Wilshire Biv 
SAN FRANCISCO Monadnock 


~ Also LONDON. FRANKFURT. TOKYO 


showed a decline—of 1%. 


% Change from °52 | 

Week Ended 

Federal Reserve May May June. 
District, Area, and City 23 30 6 


UNITED STATES ........ an 7 0 6) 
Boston District ................ 8s —) —5 
Metropolitan Areas 
New Haven steers Oo —156 —2 
Lowell-Lawrence _...... 15 4 a4 
Cities 
Downtown Boston ...... § —ll —6 
Springfield. .................... 13 —4 2 
PPTOVIGRTIGS  osccsscssiscccecscse 21 —G§ --4 
New York District | - 7 —_+-—-3 
Metropolitan Areas 
III Sos wasctessa sedadasicvies 7 r—5 
Rochester .. a a 22 —l 0) 
Syracuse .... ; joie 8 r4 1 
Cities 
Se, Ee 5 —5 —5 
ener 10 —2 —6 
Philadelphia District .... Reet —3. 
City | 
Philadelphia ................... 10 ro —4 
Cleveland District .......... s —2 10 
Metropolitan Areas 
Po Savi dibi 8 —3 8 
RIIIIITE cass sccnssctessccnves 9 4 140 
Columbus . ea 7 6 13 | 
Toledo . 9 —9 9 
Erie ... 8 1 20 
Cities | 
Cleveland ........ 9 —5 6 
Pittsburg .........00.000000 9 —5 7 
Richmond District ... 9-9 —8 
Metropolitan Areas 
Washington : 12 —14 —9 
Downtown Wash- AD * 
ington. ......... eee 8 —14 —11 RINWEST FARR Qu cee 
Baltimore ............ ; 7 —10 —11 wo » we utAn 
Richmond .... , ; 122 -5 —7 QREGON FARMER * 
Atlanta District ..... ; 6 13 0 ; 
Metropolitan Areas 
Birmingham ................... 3 10 5 
Jacksonville : , 4 8 —13 
III leita cciasccpisachetaesishors —2 ro —4| 
Atlanta : 4 8 0 | 
0 14 —2 
New Orleans .................0 7 12 0 
Nashville _........... ; 14 21 3 
Chicago District .............. 1) | 13 
Metropolitan Areas | 
Chicago ......... Zante 12 —5 12) 
Indianapolis .. oti 8 2 10 | SURVEY COMPARES et 
I ierdt ans bacecieeasicuyed 9 7 11 
Milwaukee. (Oo 8 8D INTENTIONS WITH ACTUAL BUYING 
ye Seine Rows — = © - For four years in succession, the Pacific North- 
SEE iin. 2 & F west Farm Quad research department has 
“en 7 (1 checked with farm residents cooperating in 
St. LOUIS... seseeeee 122 #17—°0~«(17 its annual consumer buying intentions survey 
Memphis .........0.0...0-.--- mM 21 13 to determine just how accurate farm buying manufactured 
Minneapolis Bistetes ... 7a = intentions are. The results of the check—r 
Metropolitan Areas 9 ec —Fre- 
Minneapolis-St. Paul * . 10 ported in the 1953 edition of “What's Being A i 
Minneapolis City ° ° 12 Bought’—reveal that in 1949, 1950, 1951. > 
Pe... Paul City ..... —2 -—3 8 and 1952 farm residents of the rich Pacific ’ 
ities " 
Duluth-Superior ..... —g@ —3 9 — _ — actually bought 
Kansas City District ...... 5 rh 13 more than their vying intentions indicated 
Metropolitan Areas they would buv. That's right—more. 
Denver és 1 8 3 
yl! ase 17 11 32 died 
Wichita ....... 8 18 23 S 
St. Joseph ......... ian 11 11 24 ay 
Oklahoma City ; 0 20 7 
Tulsa ..... Ps ‘ 19 23 19 
City 
Kansas City ...... pheshinlennniati 5 8 14 
Dallas District ........ ; 9 ro 8 
—— Areas 
Dall é 23 21 6 
EI vad ‘ 1 7 18 
Fort Worth - 6 2 
Houston : ‘ 0 4 yg 
San Antonio 4 60 —4 
San Francisco District — —8 11 
Metropolitan Areas 
Los Angeles . 12 —6 12 
Downtown L. A. - 4 2 24 ‘ 
Westside L. A. 1 -4 17 
San Diego ....... 6 —20 —10 ‘ 
San Francisco- -Oakl: and —5 17 2 ‘ 
San Francisco City —11 17 —2 ’ 
Oakland City 4 —16 9 
Portland .... i. 4 1 
Salt Lake City . = 7 : J 
Seattle < 
+s all 146-8 )~(OO THE BILLION DOLLAR 
FARM QUAD MARKET 
Revised. 


Data not available. 


active billion-dollar farm market. 


53 FARM 


ARKET? 


It Looks GOOD Here In 


products. 


WASHINGTON, OREGON, IDAHO AND UTAH 


Pacific Northwest farm receipts rose another 6.7% in 1952, to a new 
record high of $1,625,926,000*. This was an increase of $523 per farm, 
and boosted the average income of Washington, Oregon, Idaho and 
Utah farmers to more than $2,200 above the national farm average. 

Naturally business is good. The consistent prosperity of this great 
four-state farm market is reflected in the continued heavy buying of 


What are Pacific Northwest farmers buying? You'll find the answers 
r ‘What's Being Bought in 1953’—just off the press. It gives the farmers’ 
own buying plans and brand preferences for 148 products, and includes 
a special report on mail order buying. 

it’s timely—factual—pertinent. It contains information that can help 
you take fullest advantage of sales opportunities in this outstandingly 
And it’s yours for the asking. Write 
our advertising manager, or contact your nearest Western Associated 
\. a Farm Papers representative, and a copy of “What's Being Bought in 1953” 
will be promptly mailed to you. 


*Does not include government payments 


ADVERTISING REPRESENTATIVES 


Western Associated Farm Papers, Chicago, New York, San Francisco 


GENERAL OFFICES: Spokane, Washington 
STATE OFFICES: Seattle, Portland, Boise, Salt Lake City 


~ FARM QUAD 
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Sales and PR Notions... 


Merchandising Devices 


After thanking .e owner for 
his original purchase, the certifi- 
cate tells him that { he buys a new 
set with a 21-inch-or-larger screen 
during June, and then mails the 
certificate back to the company, 
he will get a Packard-Bell clock- 


radio without charge. 


e Confusion about how to launder | Co., Los Angeles radio and TV set 


e Members of Fraternity Row are 


the new “miracle” fabrics pro- manufacturer. The mailing piece) peing offered beer m gs with their 


} 


vided the cue for a dial-type pro-| features a “27th Anniversary Ap- 

preciation Award,” which is a reg- 
house Electric Appliance Div.,| istered certificate sent to all own- 
‘ers of small-screen Packard-Bell 


motion device by the Westing- 
Mansfield, O. 

Aimed at potential users of its| TV sets. 
Laundromat washer and clothes 


own fraternity insig « and “Class 
of ’54” painted on ‘ °m. Marlboro 
Shirt Co., Baltim:.., is offering 
the premium steins as part of its 
back-to-school campaign. Provi- 


Advertising Age, June 22, 1953 


sion has been made to have in-| Parke, Davis Boosts Griffith 
dividual retailer names supplied| Walter L. Griffith, in the sales 
on the mugs, also. division of Parke, Davis & Co., 
‘Detroit, pharmaceuticals maker, 
|has been promoted to manager of 
the promotion department, a new 
Melvin Singer, formerly an ac- post. Mr. Griffith will be respon- 
count executive for Schenley sible for promotional material and 
brands with Grey Advertising prepared sales aids for the field 
Agency, New York, has been ap- | staff. 
pointed a brand advertising man- ' 
ager for Schenley Distributors Inc., LeTourneau Moves to Texas 
New York. Mr. Singer will super-| R. G. LeTourneau Inc., Peoria, 
vise ad programs for Schenley Re- []]., manufacturer of earthmoving 
serve, Sir John Schenley, Old|and construction equipment, has 
Schenley bottled-in-bond rye and| moved its headquarters to Long- 
bourbon, and Schenley gin. view, Tex. 


Singer Named Schenley A. M. 


dryer, Westinghouse’s moisture- 
resistant paper dial provides rec- 
ipes in chart form for washing and 


MIRACLE CHART—Retail impact of the man- 

made “miracle” fabrics is reflected in this 

Westinghouse dial—a guide to laundering 
the new synthetics. 


drying garments and _ curtains 


RETAI 


L advertisers know the 


Los Angeles HERALD-EXPRESS 


to be a newspaper of tremendous 
advertising RESPONSE-aau/7./ 


made of rayon, acetate, nylon, 
Dacron, Orlon and Acrilan. Hints 


on ironing the man-made fibers 
are also provided in the retail 
traffic builder. 


e Sheer white space was the ap- 


peal in a breakfast summons is- 
sued to members of the Aviation 
Writers Assn. when they convened 
recently in Fort Worth. Handled in 
a last-minute rush by Lear Inc., 
Grand Rapids electronics manu- 
facturer, the invitation’s 30 words 
were scattered over a doubled 
half-sheet of laid announcement 
paper which measured 12x17%” 
folded. 

Six-inch letters spelling out 
“Texas” explained the small-parts 
company’s sudden penchant for 
bigness. 


e Another mailing gimmick comes 
out of the hard-selling appliance 
field, this time from Packard-Bell 


ton a E Tour he sow 
adverti in his favorite 
magazine, AMERICAN ARTIST. 


And he's just one of the 220,000 
commercial artists, hobbyists, 
teachers, students, art supervisors, 
architects and craftemen whose 
buying is infivenced by the 
hour or MORE they levish on each 
issue of American Artist! 


These people spend over 10% 

of their earned income on luxuries 
like cruises and vocations — 

over $250,000,000 on necessities like 
ort supplies! 


if you sell Paper, Engravings, 
Typography, Printing, Photo Supplies, 
Art Materials or Courses, Books, 

Resorts or Travel, write today for details. 


american artist 
24 W. 40th St., N.Y. 18,4. ¥. CH 4-2878 
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Advertising Age, June 22, 1953 


Milwaukee's Braves Pomoted he - fan bog will be ee Fn _ se 
by Blatz: ; ja 1 Cadillac. The winning Chicago t.f. Club, Was wi ool- 
ys. na — Wins ] ack pot player will then designate his | ing & Production. Mr. Dannhausen 
will ped Pow jpag~ Beige Milwaukee, | favorite Milwaukee charity, or left that publication last August 
st of the Braves” charities, and Blatz will donate | and is now Chicago representative 

program to back Milwaukee’s Na- | $5 990. ‘for Jenkins Publicat ons, Los An- 
tional League baseball entry. Ke-| geles publisher of Cvs, Butane- 


stricted to the greater Milwaukee Standard Satety to Warner ‘Propane News and Western Metals, 
| 


area, the promotion is intended | 
to i : .|. Standard Safety Products Co.,. : 
des athe a yo aon yee Lansing, Mich., maker of automatic Myers to Meldrum & Fewsmith 
golf set, over and under shotgun fire extinguishers, has appointed | 
and other items—will be given| Harold Warner Co., Buffalo, to ©. has appointed Meldrum & Few- 
each week to two Braves players| direct its advertising. smith, Cleveland, to hindle ad- 
selected by judges for outstanding 'vertising and merchandising for 
offensive and defensive play. Jenkins Has Dannhausen ‘its power and hand sprayer divi- 
At season’s end in September the| In its June 9 issue, AA reported sion, industrial pump division and 
most popular player, chosen'in a cut caption that William O. export division for all products. 


F. E. Myers & Bros., Ashland, | 


Tapp Heads CJAD, Montreal 


James A. Tapp, formerly presi- 
dent of Radio Time Sales (Que- 
bec) Ltd., has been appointed 
manager of CJAD, Montreal. 
Ralph Judge, previously with Hor- 
ace Stovin & Co., succeeds Mr. 
Tapp as president, effective July 1. 


_Garrison-Ellis Moves Office 


Garrison-Ellis, Miami Beach 
agency, has moved to its own 
building in Coral Gables. The 
agency has opened a public rela- 
_tions department headed by Sam 
' Beneckson. 


lF you want Sales 
oull GET them from 


The Los Angeles Evening F 


HERALO-EXPRESS 


"Los Angeles’ FIRST Metropolitan Newspaper" 


| HOWARD CONNELL has joined Hewitt, 

| Ogilvy, Benson & Mather, New York, as 
v.p. in charge of television. Mr. Connell 

| formerly was creative supervisor of Biow 

Co. 

| 


Appoints Smith & Ganz 
Continental Laboratories of 
America has appointed Smith & 
Ganz, Los Angeles agency, to han- 
dle advertising for its new product, 
Taggs vitamins. Present plans in- 
clude a radio and television cam- 
paign for the summer months. 


Stickin Around 


with KLEEN-STIK 


Love that Clean, Clean KLEEN-STIK ! 


Copy cub to agency head, every ad man knows 
the value of labels that sfay clean! Now you 
can have ‘em every time, thanks to sensational 
new KLEEN-STIK FLEX-STIK—the rub- 
ber cellulose plasticoated paper stock. It's 
scuff-proof, weather-proof—and flexible 
enough to go around Marilyn Monroe! And it’s 
backed with self-sticking, moistureless 
KLEEN-STIK—so point-of-sale pieces or 
labels go on easy... stick tight... yet come off 
clean, Like these examples, f'rexample: 


"TOPS" for Table Tops! 


Every “Chrome-Glo” Plastic Table 
Top made by INTERSTATE METAL 
PRODUCTS CO., of Chicago, needa a 


label to explain its many fine features 
—one that can be removed quickly 
and cleanly without scraping. So 
headman JERRY STERNBERG got 
together with SERVICE PRINTERS 


and came up with this handsome 


number. It's grecontioety orinted in 3 


colors — on KLEEN - STIK FLEX- 
STIK, of course!—and it p-c-e-l-s off 
easily ... leaves no residue or stain, 


Se eiiell 


Other 
Scale... 


...i8s made likea 

BORG Scale’’, the 

BORG-ERICKSON 

CORP. proudly asserts. 

And no other label would 

do for this procuct but 
> ST 


} 
whi 


it 


mv) -é 


FLEX-STIK .. . as 


es, 


. oe: - / ate 
+ designed in striking 
> = red, white 'n’ blue by 
2 agencyman LESTER 
i) PLOETZ of Wallace, 
i _—_—— Ferry & Hanly. They go on easy, come off easy 
: — —and fit smoothly over the curved scale sur- 
+ faces. Nice production job by A. 


STIEGERWALD CO. of Chicago, in rolls for 
automatic pressure-sensitive dispensers. 


, 


‘lll 


"Watch Your Step!” 


Lots of people do, figured talented AL 
EICOFF of the D-CON CO.—so why 


not put sales messages on the floors of 


retail stores? Trick was to get a mate- 


rial that could take the scuffing of 


countless steps without harm—and 


he solved it with super-tough K LEEN- 
STIK FLEX-STIkK. And the dealer 
doesn’t mind, because he can peel 
them off easily when no longer 
needed. IMPERIAL PRINTING in 
Chicago did the fine printing job. 


There are jillions of other P.O.P. dis slay and 
label uses for KLEEN-STIK PLEX_STIK 


.. and you can get the stock —as well as idea 


help—through your regular printer or lith- 


ographer. Or, write on your letterhead for our 


free “‘Idea-of-the-Month” service—it's swell! 


Represented Nationally by 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue ¢ Chicago 1, Ill, 
Pioneers in pressure sensitives for Advertising and Labeling 
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THE EXPERTS TELL US that the editorial core of The IRON AGE is all that we ever 
claimed it to be...again awarding us the INDUSTRIAL MARKETING plaque for the best series 
of articles in any industrial magazine... the “Titanium” series, appearing in late ‘52. 
THE READERS TELL US with the most tangible evidence at their command—their checks for paid 
subscriptions. Since 1950 ABC net paid for The IRON AGE has increased from 18,515 to 
25,500. Currently 50 percent more subscribers than the next metalworking weekly ...more 
plant coverage and more executive coverage than any standard-size industrial magazine. 
Total distribution over 35,000. THE ADVERTISERS TELL US, and no nonsense about it—cash 
on the counter—more pages of advertising for the first 6 months of this year than any 
other metalworking magazine. Likewise more last year, and the year before that, and... 
WE TELL OURSELVES, that the price of leadership is to never become infatuated with your 
own face in a mirror... but to unceasingly improve your performance. The IRON AGE’s 
continuous editorial research (guided by Roy Eastman)—buying power coverage—the combined 
strengths of both ABC and CCA—our expanded market and product research— 
all guarantee that... your dollar buys more in The IRON AGE. 


at =) By 


A e et Ag Tee? 2 P Fee C7 a Ne ae CE tt ee OR ETT eek oe 1 ge Se SR 7 er ee Ss Fy Fig RO, ae Dy more 4; a perm re oc haat OPS ak. oe ee ee ab ts SR rs gh ies tae NA oe ee hg a ays ee tale “4 apt ak gee Seas tS BS tT a a REI. Sor Be on 
5 a iol ne ONT sige - ee $ me ee hal vest ee oe ee Ae sgh ete OB | ry A pene a ah tik: St Geaihows ene ar eaten, a aan | Seeley ihe i “ee nies By a, Be al cay Gate ie ers fe aa oe 8 ep hee per od 3 Pe acgoh ae lentes satya? pr dass ae 
CRS eee, oe | Re ers ee: ee Ee oe eh ege ee Gs pave Ne urea fuerte: Oe PRE Reay amen eat te boa Nee CS Gage eae ie e a We eae PE saat Pepe eae pees gate ES eime ei tart one Uren, Cia "ality $e a Pte ent ore he Se RI Sa ho a 
Bae x A See ee hs lee wel hee Pass, a ; ee it gee Tee = oe cr ee nt ip Lemar gs (aa sb Fc eee ae eaters = y ear ea en eet. a ry aes wgt’S ee an Re), Wess Pema aa aE ial Shee oo We aoe Speen) cane 7 ator ta wae a 
aa a fae ac ie Bin ep, ea 7. A ORE 6a = SA es aes Papas Cone 2 Mae Reatetia: << Tee igs Boe PLETE Ro Sol i oC el a I 2678. Pe oO SS ees ae ee ee ar I : atlas te eee ey Te a ape Cg aes: Na ween hee: by Rab ME Fe ean. Mas eer. 
SAT ar AeA ee oS a oe cae Sea el iy Fe on SOR CeCe eae te SE Soe ae A Pete Creer: : Sim eh oor ak ae ee cs bk beni te ere aia a ds Syme =o <i eee? tae BOY tein a ie ase an Paice eh eee eee es oS a Bako 
ea ee ae Ts eet HS eonoe att a Be Pee a re We pa : ue : * : ; ‘i * pitas - : bs ls ee ey 
Pair 3 * + ir $ “3 | Snitieat, uae! he ey Te a SEGA ee he “ ees <i ee ‘a : ne 4: at ne zs Se ey ig x ea see po eae 
“ Ss he sheer ae # Wola waa : bey oS ate et Sd aes ae Png. a oP st : 4 jak 4 fistet ve me PR cr a * 
Soli tn ach eee UP eee oy ees Be eet ie rae eee sai lt ey es ae ee Sean, < ees ie fap oh > a ee a a Se eer are Be gees or Pet gee = ie? Ps hie a. te ee ees an es a a Ss 
CSAS 0 Se UR) ae ce Seca <a, Se ae ee ae Bee MERE th 3 ok vn pg oi oina nptep Seic A eee Age CWE racic Megas Se fe ce sae ace ct als ai aR, a ET ere eT Et gon ts: Uae De ot eee eee eee tate aT 2 i Mas prot, Oo Ses 
ee cy eres iat eae a 3 ee ey cy + ay A ca it emer G eee Gets eRe i eens es cs Sai sige de ain x bj A Re “ ny haat ee jaan teh aria he 4 . ” = i ‘ “boii ek ae 
‘ “ = E i ‘ oul ene OO 
nr . 
. 
Rees : 
ik MSA ee re, » ages te ¥ ic - 
a ig ae 2 an a al 
Fi ts EEN AUS ra NR 
ar a est Rad ee eae rhe nh pe a Se 
= SN Vg WES oma ee, Doe yates | oe brane 
eerie penetra a Sate eis Meer ee 
ae ae Sa bars aces siete as aN gk Wa ee Fe 
eh Suey é SR Sy i, rmeeeeenennnemnnaecaie rine. 
BL aah Sas ae itn Sas aren pean ee eas ace tag 
et ee Te km 8 rime. Airey eT rem nye cadet a oo 
oe saa eanetS 28 oy ae yee Shacty spy eae See 
Be ie iret a pote) &. te Bet deme + sh eee meena FAT oa” Se hae, 
a pes aya 2 ae ek fey ROR RG ore Suse rele - sod eee. 
Pe rit et, Re Ss ont See Ar 2 ait Mcne VOT” i gy 
ESL IS ° ae eet aS ee. % 
Sapit st hee perrae . . : 3 mae Metre Ee Ss ae : 
Dogs, ee eRe See re Ceres, pemectic eke IY gy: er est: : 
a) een = gg aes = a: LER a ae ROMS 8," et ee 
poe os RE Bef bi Nae ste NC TO a tee ash Sea A SRE eT ne 
Ne ae PIS Lae ica a nehs a ee or, 5 BtSY i siege iG 
= Mee ie eee: a ELD aie tee ee cae ie Scania by Se, 
‘ aha 4 ‘eg ie ol “! 
et . pa ett a? Bhp Ry aE RUA SPS race. Nanay yt 
See eIe oe Sees oe ee Pash 2 gt lth! gg mca EM ee alee! i, 
. ae a ect ake brs Sar era 7 
: y ay te aot tis 
~ : 2 : : mt tale Mee 
Heke : a ey ie pekin ae 
‘ : 4 ee ‘5: is Eanes eat ~ By a oe aa 
Reon hace Tere Remap Pct Nabi ame ale cm Fath ink Saco pre) ea” er eee Ne 
Ronee ears i es aes ditt Oe Saas, 5s a iat Roe ee on OTe 
= S * i. % 7 nm tl ae . — 
' ‘ é Ee a Vesa ale Cho 
F wee 3 i 4 Ve Saheeene 
; ies =, es 5 iS : me eS ee a Rrapet et -ahigin 
Ber s ber Z 4 i eee os Sar A 
ay : os : . ieee an Been Ae a as 
& : : fee 
oAPnca Ligh te a eRe Sgr tie te = Pe Re Bre re ot re a Arie i 
eR ana ae ge SRE ae See oe Tae Teint meso Sao ERT A FRED Y ; 
Lebanes eant 4035 A ak 3 CED Ra See E Me etl De yaa CMa. - nn ies Pree SS ne a 
ihed os Ries a eae Pata maahans al eg 7 Ae oa ee eee ea.) Mn 
3 Sek 52 ae esas i x i. mer eae ee ee q 
% ei ; : > Vee : tere 
‘ ee | hae SAM a pte ree RS ae — x. teats 
‘ : . z eee rier 
: z a ; : e mee aot es 
‘ : : eer ie: 
- : rea 
- Sts iti 
> i te eo: veo 
3 Bis us < i ae : a bas 
; ee i ; yee ps bias Bee we pe, ee : ris iat 
8 e “s oh fe ey RS. Cte a. eran Ere ay 
5 é Toe ee $ x Sealy Moen mere 7S ee ft 
ix ae ae i ey 4 a Z e% es ce fii Pe 
¢ ay a wee: cei ees Ma 
. F : : ; ; ag Ss elieh: : ai ike giles 
; ie a ee ee we ft ee fee srw, 
% = : ‘ 4 3 ee i Dy eee i orate oe er Ne aig ee ee ate 
‘ ~ wae pi Sod = EPS Be cr = Fs nc RP eg Os i eon aay a eee ete ‘ 5 
- Re oye: nt eas : pe gege cod ee a 2a : "ted eee MGR EE, hs fee rae ° mR mcg 
A me Aine x noe " Oe gua! ong Ames SL AiPingss een 
; a Lina ¥ y : ‘ rene mang 
‘ eh ee 7 : fe ae Sa Pelee t fesse 
ep ait x . ‘ : ee a = 2 pigese di Soe ee ie eae! we 
“ Sa j Ma an s Fee tigen a ish A Site Oa biel A 
: salts a te Kars : 23 Beet ee 
s Be i x Bacay eh Ste 
i ‘ j : e , ke Base 
Oe, : Pe ee ie: bina r me 
: ‘ ; iewigen ce. j 
ae fs ‘ ‘ 2 : Sg Bare oe am 
: ES ace ic pee Sige Sipe aie ee che 
; - ; ‘ Z Mg oer apse en 
i % = ee cen apa Orta eee 
a <g . : de 3 hel ae eat a 
sh Ph. , eee See roe be 
a ; sag gan «eStart deine a i ep 
4 Same a — ¥ 
: _ . iF #f 
i any pa 
‘ ' oe, Se 
i a BRON ep a 
‘ ews “4 Sih 
| ‘ Bean tes 
hi Ee 
da) : 
Zs > - ey - 
n 
; 
ie 
Pa, O00 
ee 
ples ies 
po ae 
bye 
aS ie dae as 
oe vaoe 
PMS ag 
Bt Ripe oars 
ee = 
ery” 
7 > 
oe 
ite tenn 
sian ae, 
eae 
cee 
Eel 
yma 
aoe 
ee ’ 
eres 
Seeae ss 
eg ole 
A sth roe 
Ditacrd 
ern TF ees 
a ede 
Aufl sa 
Seetane 
. Cee 
2 ee 
ee ei 
Tres oie 
eevee 
atness 
le Ni 
Ray 
et 
Bote Toa att 
me x a’ : y ‘. : ae as 
a ‘. | Yee th ee e i 2 : oS a ere Arse es, a : : e ¥ * . ; ee - we t id a is j . a Fx > ie 2. oe . v7 * ‘. .- > ae 
yD U wes re 4 oe M N ° r: & Is 4 ‘4 - 4 " ~ 3 wate € hk 
ate fo 2S a ‘ ig s ee 4 a : * : } f Pl é a : ‘ 5 is oo ae -- F + 
; a ee ee A ag bs ee - hg a eset hal Sal he WE Pee ee oat f Fie te SF ic ek sR SN CN. ae ge gS 5 & Or pT do ee ee Ped OE ee Pe 3 gy Aig emerge CU Relat eS Re og Se eae | hae eas ee 
g ay Ey a, nl Bh? eae ~, 5 ge ae eae é a <0 ‘ a an P45 ‘.s , 4 rs F ae ne ee EN ‘ seg +E, SS cake i OF ieee ad 4 on ft = de pee . ART: wx if > a Pty as te pot bas & Ring a VF eS igs <r - are , - Yay i ; 
Gia 30 De ; gions 4 i ity an - : tems . a 2 , > in ee ; 7 ee ie ee ae: ae . rs : : Key pee, ee Are id an ‘ he tbe wae a eo 


24 


Business Paper Success Story... 
Hornstein Goes Institutional, Gets 
Prizes, Profits and Good Will Back 


By Lambert S. Botts — Go 4 
Cuicaco, June 17—‘Honor for . | 
all in Photography” could be just 
another pious trade formula. But 
over the past five years Hornstein 
Photo Sales Inc., Chicago photo- 
graphic equipment wholesale firm, | 
has parlayed its own shrewd in-| 
terpretation of it into more than) 
its share of both honors and prof- 
its. 

Five years ago, Hornstein, which 
thinks of itself as the biggest in| crease which reached the $6,000,- 
its field in the Midwest, was ad- (00-plus level in 1952, and is cul- 
vertising specific products under minating in a “tremendous jump” 
the classic manufacturer-distribu- this year, 
tor cost-sharing arrangement. To-| An example of Hornstein’s meth- 
day, its advertising is strictly in-| of service is its first big ad beat, 
stitutional—part of one of the most | scored in 1951. During that year, 
persistently indirect sales ap- none of its trade paper ads plugged 
proaches known to the industry. {a single specific product. Instead, 

_ |@each one featured a different kind 
salesmanship, of topical window display for deal- 


A. D. Hornstein 


Ray Lambert 


® Low-pressure 


based on the idea of service to! ers, depending on the merchan-| 


dealers, is now Hornstein’s first dising season. 
principle. And the returns, tomen-| Then, upon request, the distrib- 
tion only the most tangible, have uting outfit sent to dealers free 
been: | kits including detailed instructions, 
(1) Advertising awards for two|display board ideas and actual 
years running from the Associated | blueprints for setting up the dis- 
Business Publications—one of) plays—all in time to take advan- 
them a divisional first—and _tage of the topical themes, such as 
(2) A steady five-year sales in- Christmas, back-to-school, etc. 


| The response 
aS a result Horn: 
run as one of its 52 ads a picture 
of its ABP first award for excel- 
lence and service in its '51 adver- 
| tising. 

For its 1952 campaign, Horn- 
| stein again went institutional with 
'a sales idea contest in which cash 
prizes were given to the retailers 
whose methods of making tough 
or extra sales were judged most 
effective. The contest drew hun- 
dreds of submissions and, inci- 
dentally, says Hornstein, stirred up 
sales effort throughout its dealer 
organization. 

At the end of the contest, the 
several hundred top entries were 
assembled into a file-folder style 
booklet, arranged by categories, 
and titled “Handbook of Sales Tips 
and Promotion Ideas.” Requests 
for the year-old handbook are still 
coming in, Hornstein declares— 
and another ABP award was gar- 
nered. 


s “How to build positive emotion- 
al responses that come from a 
dealer when he knows you're try- 
ing to increase his traffic, quite 
apart from selling specific prod- 
/ucts”—that is the Hornstein aim 
as Ray Lambert, the advertising 
manager, expresses it. 

| The reason this is so important, 
|he points out, is that competing 
distributors also sell many of the 
| same products as Hornstein, at the 
|Same price, with much the same 
|delivery arrangements, etc. “So 


TERY 6 


Gosh, Pop. ‘ 
Black Rein! 


Located in the heart 
of the nation's newest 
oil discovery, the 
Williston Basin, KFYR 
also gives saturation 
coverage in one of the 
nation's richest farm 
regions. Loud and clear 
in a larger area than 
any other station in 
the nation—where 
coverage counts! 


FYR 


@ Represented Ut 
by JOHN BLAIR 


the DAN ECOL 


Those Folks yp 1 kk Ye- 
land are loaded with O/.. 
and last yes had §$G2 


mulon gross 
tall incorme 


BISMARCK, N. DAK. © NBC AFFILIATE ¢ 550 KC 5000 WATTS 


is heavy, and | we have to give them the special | 
n was able to) 


‘plus value,’ ” he asserts. 
Moreover, the emphasis is defi- 
nitely on ideas, not on advertising 
linage. Hornstein’s ad budget is 
small and its schedule is simple: 
monthly two-color pages in Photo 
Dealer, Photo Developments and 
Photo Trade News, plus, quite re- 
cently, the new quarterly, Indus- 
trial Photography. A _ good-sized 
direct mail operation completes 
the firm’s ad program. There’s no. 
consumer advertising at all (‘““We'’d 
soon have the dealers on our 
necks,” Mr. Lambert declares). 


® As to ideas, the whole Hornstein 
organization—together with its 
agency, Gourfain-Cobb Advertis- 
ing—seems to be a mill for the 
processing of merchandizing no- 
tions, all aimed at helping the deal- | 
er to help himself (and Horn- 
stein). Among them are the fol-| 
lowing: 

1. For its 53 campaign theme, | 
the firm is emphasizing “How to, 
Get Your Share of Industrial | 
Sates.” Slide demonstrators and) 
visual aids to business firms are | 
the coming thing in photography, | 
it says. 

To help promote these sales, | 
Hornstein has prepared and ad-)| 
vertised a “Business Packet” con- 
taining manufacturers’ literature 
on new photographic equipment, | 
which it gets free, sends free to 
requesting business firms. 


Not satisfied with this, Horn-| 
stein also notifies both the local 
franchised dealer and one of its. 
own 18 salesmen of the request. In 
case the dealer fails to hit the| 
prospect, the salesman will—by | 
making an appointment for the) 
dealer to see the interested party, 
“and thus’ ingratiating himself | 
with the local dealer,” as Mr. Lam- 
bert puts it. 


PICK YOUR PROSPECTS 


Wah oda ue “a a 
omeqengehs 


ee ROA, eer 


BUILD STEADY 
Aiee te 


SELLING COPY—How to sell photo aids to 

local industry is the theme of the latest 

trade drive by Hornstein Photo Sales Inc., 

Chicago. For details, dealers can get a 
free handbook on the subject. 


Hornstein, is that it “warms the 
dealer, lets him know that we’re 
a living, human organization, not 
a mere abstract corporation.” 

3. Doubting that dealers read 
his ads to the bottom, A. J. Horn- 
stein, the company president, put 
the following insert at the end of 
one of them: “Are you still with 
us? If so, send us a photo of your 
home and we'll send you a brass 


| door-knocker for it.” 


Basis of the stunt was a post- 
Christmas surplus of 24 door- 
knockers, but Mr. Hornstein re- 
ports that he had to send off for 
250 extras to meet the offer. 

4. Hornstein’s catalog once won 
a design prize for its outside col- 
umn reserved for “latest data” 
paste-ins. To fill the space, the 
supply house sends out, in blocks 


'of 16, yellow correction stickers 


/giving price changes, size changes, 


s 2. An exception to the current 
campaign was the February in-| 
sertion, which urges dealers to hit 
the parents of the booming baby 
crop, under the lead, ‘7,560,000 
New Prospects.” 

Inserted in the ad was a re- 
lated side-offer to dealers who had 
become parents since Jan. 1, 1952. 
“Just send us a snapshot of your 
prodigy and receive a welcome 
gift, absolutely free,” it said. No 
one was told what the premium 
would be, but hundreds of deal- 
ers complied anyway, and each of 
them got a large-size teddy bear. 

The value of this approach, says 


etc. While waiting for the stickers, 
the dealer can scribble in nota- 
tions from a weekly newsletter 
which Hornstein also supplies. 


# 5. Hornstein’s latest brainstorm 
concerns the 2x2” continuous slide 
projector used for product win- 
dow displays. When dealers com- 
plained about not being able to 
get slides on their products from 
equipment makers, Hornstein 
stepped in, proceeded to collect 
six sets of slides from each manu- 
facturer and set up a free lending 
library for dealers. 

Already, it has hired a full- 


» Day&Night , 
service! 
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’ ” 
, time librarian for the purpose, and . 7 ld local druggists,” he said that food items. They've tied in with nation- -_ you'll sell them,” Mr. Buck 
Prager ne M4 a aaa Druggist ° ‘stores “can supply a mere 1% of al advertising by huge displays of said. 
oop - dinate igi ‘a consumer’s drug store needs.” _items that have already been half- 
until it has brought out a new to Sell the Way sold by radio and TV, newspapers Nichols Joins White Stag 
projector which it thinks the li-| a and magazines. They think in| Jack M. Nichols, formerly with 
brary will plu | k D a “You know how important ype pnasene National Credit Card, has been ap- 
. re ‘Supermar ets Do ‘preadth and depth of selection is terms of pennies, not Aappoeseen pointed advertising manager for 
® A corollary to Hornstein’s “kill} Upper SARANAc Lake, N. Y.,|by your own poor sales on such They ee panes ran put| White Stag Mfg. Co., Portland, Ore. 
‘em with service” approach is a| June 16—Druggists need have no) food store products as baby foods age in the cg ls 7 
set of stern restrictions on its sales|fear of the “supermarket bogey | and soaps,” he added. “You carry se ner a for the fast Lovick Opens 7 Wianipes 
operations. An inviolable rule with | man,” according to Max E. Buck,| only a smattering of the quired They’re looking wed ed if James Lovick & a bas hed 
Hornstein is that it never cuts director of merchandising, adver-| variety of these items, end you do sale, hide leone of that kind, the tench in the Nanton Bldg. Grant 
prices to get an order. “This saves |tising and promotion for WNBC only a smattering of the business you fi vill sell them. If you show | F. Stevens will be the manager. 
our salesmen a lot of bickering|and WNBT, key stations of the that’s done by them. . grocer will se ‘ ; 
and selling time, as does our pol-| National Broadcasting Co., New| Mr. — gmc a ‘ 
icy of no haggling over returned York. ‘two big advantages over super- Pn ee Poe eee RINTIN 
goods,” Mr. Lambert explains. Mr. Buck told the annual con-|markets: (1) the “friendly Specialists in SILK SCREEN P 
; For the same reason that it vention of the New York State touch”—making friends, remem- — 
: avoids consumer advertising, the Pharmaceutical Assn. that drug- bering names, Cou! * service; 
i distributing outfit will not sell to| gists should “spend less time try-| (2) supermarkets are vedeviled 
a portrait photographer or a com-|ing to keep the grocer out of the by an out-of-stock condition. 
mercial photographer, both of) ball game.” He advised letting the| He advised druggis! to sell the 
whom it considers legitimate cus-| grocer in “and then wallop him out | way supermarkets do ; 
tomers of the photo dealers. Fur-| of the box.” “They’ve shown the way In mass Pap 
thermore, it has a rigid policy of} Asserting that self-service food retailing by building mass dis- INCORPORATED 
to not opening up new stores or out-| stores and supermarket chains plays and flagging the shopper's BOX 2017 TULSA, OKLAHOMA 
- lets easily. “are vulnerable to sales attacks by attention with wide splashes of 
» “We don’t send catalogs to sport- 
a ing goods or drug stores that just 
write to us. We don’t consider 
“ them photo dealers at all, ordinar- 
. ily,” the Hornstein adman declares. 
it The main reason for not dealing 
with them, he says, is that they’re 
d not able to render real customer 
“ service, and help out photography. 
it He points out, however, that 
if Hornstein does recognize drug 
h store camera departments which 
=" have trained cameramen in charge. 
” ® Is Hornstein satisfied with its 
present institutional approach? 
o Definitely yes, says Mr. Lambert, 
«i because “the bread we cast out 
a comes back buttered.” 
od “We'd never go back to the old 
cooperative product advertising 
- system,” he explains. “Some man- 
l- ufacturers come to us and ask us 
' to, but we always turn them down. 
on This way, we have no apologies 
- to make, no ‘we’re not playing fa- 
er vorites’ line to offer.” 
S, “Our salesmen love our new ap- = 1 ASSA’ 
os proach,” he continues, “because d d tee or ee iet Jet JE 
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Philip Morris Shifts TV 


Philip Morris & Co., New York 
(Biow Co.), will present ‘“Penta- | 
gon Confidential,” a new dramatic | 
series, over CBS-TV, starting Aug. 
6 at 10 p.m., EDT, as a replace- 
ment for “My Little Margie.” The | 
cigaret maker has dropped “My 
Hero” (NBC-TV) from the Dun- 
hill schedule as of Aug. 1. 
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Names William Schaller Co. 

Winterburn Mfg. Co., Putnam, 
Conn., maker of control devices, 
has appointed William Schaller 
Co., Hartford, to handle its ad- 
vertising. 


Appoints Aitkin-Kynett 


Dennis Mitchell Industries, Phil- 
adelphia maker of juvenile spe- 
cialty furniture, has appointed 
Aitkin-Kynett, Philadelphia, to 
handle a new national promotion. 


Clippings 
Mean Publicity 
Results 


$ 
os es 
we ey ton 


* CHICAGO 
* SAN FRANCISCO 


Ford's $500,000 TV 


New York, June 16—It looks 
like Ford Motor Co. got everything 
it bargained for and then some 
when it plunked down about 
$500,000 last night for its two- 
/hour, two TV network 50th anni- 
'versary celebration, “The Ameri- 
‘can Road.” 

Columbia Broadcasting System 
and National Broadcasting Co. 
cleared 114 stations to carry the 
|\show, and time charges for the 
|telecast, handled by Kenyon & 
... |Eekhardt, amounted to $210,000. 
| Plans for two-network radio cov- 


, erage were cancelled when “Lux 
3-D MENSWEAR—Men’s Wear of Canada had the idea of running a three-dimen- Radio Theater” refused to move 
sional ad and sold it to James Bros. Ltd., Toronto clothing manufacturer, for the June | side on CMA (AA. Sune 8) 
issue of the magazine. The 3-D illustration is part of a four-page ad which carries e ’ ‘ 


Sum ae 2A tf, 44 Me 


2 ant white of te put the picture into 3-D focus. A fast ten-city Trendex check 
ee eee te ete ae nents = reported that 92.5% of all sets 
eee : . has ap- |i ‘ tuned to the spectacle. 
Allen Named Labelon S. M. Business Forms Inc., has been ap- | !n use were 

DeLeslie L. Allen, formerly dis- | pointed general sales manager for | Trendex reported an over-all com- 
strict sales manager for Moore Labelon Tape Co., Rochester. bined rating of 57%, of which CBS 


es = 


here today 


Big Buyer on her own! 
Earnings and allowances give 
these girls $3,700,000,000 


a year to spend, fancy free. 


t‘« , 


Getting gifts galore! 
Birthdays, Christmas, grad- 
uation, hope chest. Gifts she 
nearly always selects herself. 


Coaching Mom, 


Here comes the bride! 
More girls wed at 18 than at 
any other age. Is your product 
ontheir shopping lists, for life ? 


Dad! 
Power in every field of fam- 
ily buying. She can pick a 
product...switch a_ brand. 


an 


here tomorrow 


that young woman 
in her teens 


There’s one best way to 
reach 7,500,000 young 


women in their teens! 


sels! 
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New York + Boston +» Chicago + Hollywood « Atlanta 


Advertising Age, June 22, 1953 


Birthday Party 


Wins Raves from Television Critics 


had 38% and NBC the remaining 
19%. The Nielsen report will not 
be in for about ten days. 


® Commercials, in the strict sense, 

were absent for the entire 120 

minutes, except for the saga of the 

Model T and the introduction of 

assembly-line techniques by Hen- 

ry Ford, which would be justi- 
fied in any show highlighting the 
last 50 years. 

The show had its minor flubs, 
particularly Rudy Vallee in his 
rendition of the “Maine Stein 
Song” and when he tried to carry 
on a live conversation with Bing 
Crosby, who was presented on a 
film made in Paris last week. But 
the critics, generally, were so im- 
pressed by what they saw they 
didn’t bother to mention these 
faults. 

The New York Times review 
said the program is “sure to go 
down as one of the epochal even- 
ings in the entertainment world” 
and “rarely has such a mam- 
moth production been put together 
with such imagination and show- 
manship.” 

The Journal-American thought 
the show “probably won’t be dup- 
licated on TV for a long time, if 
ever...Don’t tell anyone’ you 

missed it. They’ll probably send 
| flowers.” 

“TV's highest achievement.” 
said the News. “This was a magni- 
ficent instance of TV program- 
ming, a_ stirring, spine-tingling 
| look back at our folkways of the 
| past five decades.” 


® Ford newspaper ads ran in more 
than 100 cities June 14 and 15, 
calling attention to the event. 
| A line two blocks long outside 
'the Center Theater last night was 
_ the starting point for those with 
| (and some without) invitations 
| to the spectacle. 
Because of the numbers of men, 
;cameras, mikes, booms, lights. 
props, cables and other necessar,s 
equipment, the activity on the 
|stage was screened from the au- 
| dience several times. To overcome 
this, a huge TV screen was hung in 
front and above the stage so that 
when any section of the audience 
was screened out they could see 
what was going on on TV. 

Leland Hayward, who produced 
the extravaganza, introduced the 
| program. Oscar Hammerstein, 
producer and composer, and Ed- 
ward R. Murrow, news commenta- 
tor, provided the commentary. 

The sequences using Kukla & 
Ollie (NBC imports who told TV 
viewers this was their first ap- 
pearance on CBS), Wally Cox, 
star of “Mr. Peepers,” and a scene 
from “Life with Father” were 
shot in another NBC studio. The 
film inserts also originated out- 
side the Center Theater. 


s Bill Lewis, K&E president, sent 
around a staff memo today telling 
everybody to “enjoy the glow,” 
and Ben R. Donaldson, director of 
advertising and sales promotion 
for Ford, made this statement: 

“We had hoped to express 
through this show a measure of 
Ford Motor Co.’s appreciation to 
the public for the support it has 
given Ford over the past 50 years. 
The only message, if there was a 
message, was a message of hope 
for tomorrow—confidence in the 
great American future...” 


Agency Promotes McAllister 
Ken McAllister, formerly ac- 
count executive on Procter & 
Gamble’s Camay toilet soap, has 
been promoted to account super- 
visor by Benton & Bowles, New 
York, P&G agency. In addition. 
Mark Becker, formerly on the 
Tide account, has been named ac- 
count executive for Ivory Snow. 


a os ‘ Pas r ae face * ng ~ % Ee: ae Ba as ie aes Leg ee ani Pe 5 Ca Aah A ee ag Pg hues aes Scat i VS ae ay ro Jace eh Soa ae Os Roma a ee Se Sass a ae  & 3 Hi eae Pat the vaptin te i sete 
hare ap Rinse sae wemeen ch bn bien oe Be tat es a bern Gaon ae Bw , TiS AR ape ee ee ahr Sob, (= RETR Rael oa Ge Sea ee t a taseire ta aos Sire Mati aie ee ane pe SAAS Fae La FS Se a ir ee elem oe <i s Tey ak et: 
sie ES MPN Sie ie a SoG Rae eat No) \hieaaed anak Cae i cree 8 amma NR RM e SS a <. nanin g cce ot Su ae aR a3), nN” RRR >) Ne ee meee dl 8 eR oct SE lS mena Ai 8 RR a2, oa ame am ee oe sore ee Shes eae a 
ty 33 Bas 9 Se ; toi Ar nate ee ie i pt ‘ oe ‘ ae ; ey st Se ah as oy ws cs Se iets Pong: gto oe : panes rae f : a ae = ‘ , i ans : 
BE eer Pe re rae = ante Ce de ee mt s eae A ete pts oy te tegatton yee hy. Bos eee eee Dre eee ta ae a : : Boras Hie iy a dt ‘ gait a Ra tae : el 
“a eee. ee sf a ccd ee erm . As ae a hag ag She BA a Pe EE ae ee tS he Mae, A a il Meee 8 528 
i ae ‘ a ch wr fe ae 7 te Py ee We Pees > a Sy ¥ so s rans? ec Zaid ae eS ae thas 2 Ne ie Ate ee tee e Ps Aye ot eee ts i e be, ra Ce fg ae. 3 wes i & Ne ee ir. aa ey, sce ee iy is 3 ae r Be one ng Se.” ey 
Soot pi Rg ke ‘ tiie ia he wees, hae es ee ane Sires a ease Sy ee ee eae Pein ree Be he Rea: ate ieee See Fd ody PM se ae age eee cae ee eat eee oat i i ae: .3 bar She: Nae 
ti tae Cre Be se ee ee Cee é Ps oats Sula cei NS ee ie a iced crete reeerenonrnoimeiregtesie my or US EGO RAR one ae Be 5 al ee as RE ae AGERE Ress G Se GE et cs i 
ar Siw ena ss aa. See as $ a ae, } 2 . aos Se TAS) SEE BE cae fey Peet, Soret see eee Bitar ae eae Loi A are E? 3 ee | eR & a eee. Seto Ge ee 
pees ‘ 2 “ ei < ee + istered eae TA ue eae a — 
pic stht daoe ; Z err . a 
one ; P ' 
bad ah _ * 2 
‘: “3 5 
WERE {3 AN ae a +} 
o . :* ae - aS 
r : ; Zia - pt 
ape oR 7 , \ on ee 
é as 
; P 2 cane a Ta 
SALES IDEAL! ae f. _ 
: | iy mee : ‘ , 
. ; . 5 
on aren pen ee a ae ae 
gem. out ¥ ane a 
F wees  “tete, Oe tind we 2 ‘ cote 7 ; el 
anes Oe Teter Ch i ‘ pais 
<0 * oe 
eae. . a 
: . aa aati : 4 is a 
. i oe a. ee 
a ra ‘ i) ae a : 1 
RT Paar é- ts - 
\ ‘ec os er 
ttt tee goede yu teat ol 
a : ; 7 
ilies sisi dalek ara 9 enue a tpt Galle 
+356: ae 19008 
ae 
Beare 
Sar ete 
Rees 
Bega 
a 
Ans 
oe 
re Paes 
a 
ee ey Meena eee a 
fie on -_ 
oe Se 3 
ai oe: é 
a . ‘Sa 
4 a as 2 : 
: | ee 
"ae ‘ e 
Sie i . - - 
ee a 
——— " 
see a 
-. ae 
ee. 
nae 
tor eaeraes 
ote eg 
BEAN 
: 
ae 
Bee. = 
es —— H 
ae tl ee 
Rene? Ue id wa 
a oe a. 3 
ee ‘ a 
ae : iy e ‘ 
3 ge : iF ae 
es cane 7 ? . 
te Leon ¢ * 
s ia 
Ba ‘* } oe 
See a ’ _-w 
- ae . 
i i. 
as | ee 
‘eee ‘ jail ‘ee 
eg ' aay ae 
sa ce fogs Bor es 
=o, a Tian ag ee 
wiki en ae a. Feet gs 
TORE P 4 ‘ 
Rearen ee 2 
3 er 
‘ m4 Be sec 
ig semen erates fia a « 
a vant a 4 
— es. tg 
2 reg ‘ a ‘a 2 
eke ba 5 a : 
ents A a ee 
eos Pe min ; 
i ee = o ee ae 
Sekt eee + ate oe, 8 : s 
‘i . - y 
‘ Pate i 
: Dips x ME i, 
ae gees 3 es 
oN : Cra - RS leah te = 
St lad “ ees . ee A sin z 
; 4 a ot : "Ke oe - 
ih ais a ae % '| = +“ he } 
pecaie By : 3 aes 
1133 ee 4 gg % i ‘ Be, ‘ x % ; : 
oe eee — .s RY j oy 
gti . : 4 a 7 $ al P 7] ° oe 
a Dei * ‘ sy pas 4 bid 
mesa, Ne OO ¥ 
ee at a? | sti ‘ "% é 
4 i“ : ot ia | . 
ae ‘ : . 4 a 
. . | 1s te “4 =a 
ie , i Dc adel q 
é, j 4 i ’ 4 \ 
i a F - “ \ 
: tie é “ A r Ned 2 \ 
‘ = 3 Te ' 
5S ni berey es -* a , ’ 
ee fh 7S & 
% ¢ 4 4 ’ 
; be 1 \ 4 
we 
| : ) 4 
; Pras 3, ” il _ “% . 
mel: A mts . d 4 | “> 2» 
Faye f . ss . 
= oe s Th coe os 4 ; ; 
: % d + ; 
. } Le 
e j in 
os ms 
Ls 8.2. Ss _S 
| ae noe a 
; Ba ‘ : J ¥s ‘ ~ re Pe x ny Se as s : * 2 © ‘ : fe ; 
= y F ‘ H $3 , . - emia ; . f eS yee RF ae ec Pals. Berta g ad ges Bele same y A CS a LG eet ily Bh teres Pie pol ie Sam F ta : oe : ae I got 4 aah « SOkEY one 
ee Ft qy! A ee st Seis near > % meas : ‘y ¥: is EF... ofr vena ae Mok BESTE, St Rk ce ee cle ae BREE Bor Tp atte yt tes : ei age eM aig 
teat ak 4 fin i Se pe . ie x ‘ Rise. 4 OE See eat eae let te alle fay ea ead Nabe d © ae. a dua, Rees area MPaie FE Sg ne Re ee hee Se ge Bil ag TR gt PL 3 igellt Bel 
ean ; aed ae ae $4 as See : ¥ eee hae Pa Flag) Mee eee Tied le 3 eR aa ey Sa . of. peviee Reg a | Fie a At he ek ee eee & 3 Rey oy Rd ne: ne Eee ’ het pete es ee SW val Be fa hey wg Pn Pale setae F We: 7 the Paci, io ee 


up goes Sunday magazine linage...and 
SX 
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The 
Sunday Picture Magazine 
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Newspapers 
distributing 


arade 
What has happened in the first five months of 1953 proves... Pp 


AKRON Beacon Journal 


When you have something to sell nothing 


takes the place of Sunday magazines ALBUQUERQUE Journal 


BOSTON Post 


And when you buy Sunday magazines 


‘ nothing takes the place of PARADE BRIDGEPORT Post 
CHICAGO Sun-Times 
x 
3 COLUMBUS (Ga.) Ledger-Enquirer 
e COLUMBUS (0.) Citizen 
iS 
CORPUS CHRISTI Coller-Ti 
: Check these facts: ee 
‘ , stantial ' ; ; DENVER Rocky Mountain News 
' parade} is first in pages gained 
) | _ DETROIT Free Press 
y All syndicated Sunday magazines show large EL PASO Times 
= ° ° 2 , ’ 
gains in advertising pages ("53 over '52) htt Otapeteh 
; but Parade’s gain is the largest ' 
; FORT WAYNE I. 
t by a substantial margin ee 
e GREENVILLE (S.C.) News 
4 
HARRISBURG Patriot-News 
d m . . « 
e parade is first in percentage gain HARTFORD Courant 
Re 
\- All syndicated Sunday magazines show INDIANAPOLIS Times 
i-~ 
large percentage gains in total advertising LITTLE ROCK Arkansas Gazette 
& A : 
V pages but Parade’s percentage gain LONG BEACH (Colif.) Press-Telegrom 
- i Ss subs i i 
‘ is largest by a substantial margin MACON Telegraph & News 
“ MADISON Wisconsin State-Journal 
: NEWARK Star-Ledger 
— NEW BEDFORD Stondord-T 
paradelis firs rowth a 
it NORFOLK Virginian-Pilot 
+ All syndicated Sunday magazines have 
. ae AKLAND Tri 
of moved ahead in tota! advertising pages but ss se ae 
. Parade has mo. od into second place PEORIA Journal-Stor 
- What Parade offers is what in the field, excee: od only by This Week PORTLAND (Maine) Telegram 
of 
Lo America’s leading advertisers want QUEENS (N. Y.) Long Island Press 
iS 
S. More distributing newspapers... more markets ROANOKE (Va.) Times 
da Pes anced a areata 
re with over 50% family coverage... more page gain ST. LOUIS Post-Dispatch 
af exclusive markets ... more cities with no Stara. 


SAN DIEGO Union 
other Sunday newspaper .. . more advertising Parade 


SCRANTON Scrantonian 
readers per dollar of ad cost. 


SYRACUSE Herald-American 
American Weekly 


See what’s happened in 
major Sunday Magazines... This Week 


(First 5 months of 1953 vs. first 5 months 1952) 


WASHINGTON Post 


18.1% WICHITA Eagle 


House copy omitted for all three YOUNGSTOWN Vindicator 
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Kaiser-Frazer Sees 
Hot Summer: Boosts 
Budget $2,000,000 


Detroit, June 16—Under its 
new sales manager, Roy Aber- 
nathy, Kaiser-Frazer Corp. has 
stepped up its advertising budget 
by $2,000,000 for a summer pro- 
motional program. 

The promotion increase ties in 
with Mr. Abernathy’s idea of 
“making a commotion locally to 
make sure everyone is aware of 
the reduced prices on K-F cars.” 
He described the new advertising 
push—now under way—as “the 
most intensive and concentrated in 
the company’s history.” 

The ad program includes: 

1. Sponsorship of Lowell Thomas 
on a five-times-a-week basis over 
175 CBS stations, starting June 29. 

2. Renewal of the K-F segment 
of “Dave Garroway’s “Today” 
(NBC-TV) into July. 

3. Use of newspapers every week 
in 250 major markets with the top 


TALK ABOUT 
SERVICE — 
LOOK AT THIS... 


“A NATURAL” said Al Horn- 


stein, whose advertising success 


story you'll find in this issue 
(page 24). He was talking about 
INDUSTRIAL PHOTOGRAPHY 
... how effectively this magazine 
is building business for America’s 
best firms. Hornstein ads in IP 
help manufacturers of photo 
equipment ... also provide leads 
for retailers. As a distributor, 
Hornstein ads in IP represent a 
devoted service to thousands in 
the photo trades. No wonder 
everyone lauds Al Hornstein's 
solid, long-range sales techniques. 


ONLY MAGAZINE 
DEVOTED EXCLUSIVELY 
TO INDUSTRIAL 
PHOTOGRAPHY ! 


INDUSTRIAL 
magazine is the “natural” meet- 
ing ground of industry and pho- 
tography. The growing’ impor- 
tance of photography-in-business 
. the many uses of a camera 
for America-at-work ... make 
INDUSTRIAL PHOTOGRAPHY 
magazine an important, all-pur- 
pose medium. In its pages you 
will find informative articles on 
photography’s utility for: 


Record Maintenance 
Employee Training 

e Advertising & Promotion 
e Manufacturing Operations 
. 
. 


Research 
Publicity 


INDUSTRIAL PHOTOGRAPHY 


(affiliated with Photographic Trade News) 
Samvel G. Krivit, Publisher 


Publication Office: 
1114 First Avenue, New York 21 
Advertising Sales Offices: 

NEW YORK: 1114 First Avenue 
CHICAGO: S$. Williom Pattis, 35 E. Wacker Drive 
LOS ANGELES: Chris Dunkle & Associotes, 
3257 W. 6th St. 


PHOTOGRAPHY | 


| 


3 a 


markets receiving multiple inser- | ments regular K 
tions. tising and includ 
4. A saturation spot radio cam-| sumers on both 
paign in 127 stations in 119 se- Henry J. lines. 
lected markets. | 7%. New windo: 


posters for distri! 


#5. The addition of Life, Time, ers. 

Newsweek and U. S. News & World The K-F drive 
Report to K-F’s magazine sched- all price classes 
ule, which now includes 


urday Evening Post. 


Mr. Abernathy. 
6. A special three-month local 


Wm. H. Weintrai 
ad plan for dealers which aug- York, is the agenc: 


co-op adver- 
etters to con- 
e Kaiser and 


and showroom 
tors and deal- 


s “beamed” at 


nd will be ac- 
; The companied by an equally extensive 
American Weekly and The Sat- sales promotion ca’ paign, 


says 


& Co., New 


Olin Industries Expands P. R. 


Olin Industries, East Alton, II1., 
in a move to expand its public re- 
_lations activities, has appointed 
William H. Depperman to director, 
E. N. Jacquin to press relations as- 
‘sistant, and William F. Leonard 
to community relations assistant. 
|Mr. Depperman was at one time 
with Steve Hannigan Associates; 
| Mr. Jacquin was formerly manag- 
|ing editor of the News-Gazette, 
|Champaign, Ill., and Mr. Leonard 
prong formerly with General Elec- 
tric. 


PSE CORRE La 


Advertising Age, June 22, 1953 


Farah Names Morey, Humm 


N. Farah & Sons, New York 
manufacturer of Loungees house- 
coats, has appointed Morey, Humm 
& Johnstone, New York, to handle 
its advertising. Fashion and busi- 
ness publications will be used. 
Sterling Advertising was the pre- 
vious agency of record. 


Women’s Group Adds Edler 

Charles M. Edler, formerly with 
Everywoman’s Magazine, has 
joined the eastern sales staff of 
True Story Women’s Group. 


Winning editorial awards is not new to MACHINE DESIGN ’s 
editors. The 4 awards received this year bring the total 
to 14 awards since 1940 for editorial achievement. 


} 
= 
= 


- | pe | ‘ 
|  — Ce 
of 
Ch 
| Ca 
pl 
a a mm 
po 
Ea 
— | 
| a eee coma 
| | 
| | 
Bas ie - | 
SE casecauneasigestcannnene, | - TER i 
ms we 
: ciessat wig? : ES | eae 
ad Geren pe Canes oF SERVID W N 1 ON Se 
iii deste te » «Se U ae 
Possess 0 MA ee aa ae | 
ae mui SR holography sed Wren \ oot ttl yun 2 1 na 
oe Tea he poor ee ‘ gems on ae . A 2 eke 
ee ‘See —? gp uo sno ane yCAGO € pes > 
“ : eee a ‘yw A199 Tanks EDITORs WA oe, sa pypLIcat {ONS » 
er: >a a, ee AL coMPe {NGe babe EDITOR! A ane 
ae . a ‘ = yupces 8 ANNU ysTRi AL wARKET ye AW ARDS FOR et g Wart ; 
ae 1? a |= ee : {ND F FO FOR B T 
she ee op ee conpuct we A yrst ARTICLES» 1 
bis series pe nn meneame " TO R cL Eat ' wea eet 
es SE Felted tnrtay oe EMENT THESE oe FOR pest * present 2 eit 
pee | Acniey wp werit A AnD pest @rarnts esenteD Ann 
alte | ye A AND PR 
ce | iGINAL ane AWARDS . ee RIAL WARKET iné* 
sis | yLAT 10 “s pitts qupust® — 
— | CONGRAT ce OF WiAR e AGING EDITOR i ceassa rreeeee 
i CONFEREN” iwaman WAR pa a 
7 | j sWERLE K avenncisT® avoousTion® ee Oe : ; 
a PY que, ONAN 2 en 
4 
oe 
ies 
7 % a 4 q a e § 4 4 
oes. “" - 
—— i oe a 


Advertising Age, June 22, 1953 


Carson-Roberts Names Steele 


Fels Signs Former 


company has switched its entire 
account from McKee & Albright 


account. But he said that “where 
there’s smoke there’s fire. 


” 


ago in Wilmington, Del., when it 


was first introduced. Since then, 
it has run several additional tests 
for the company’s new products, 
including the soap granules and 
Rol. 

The Fels account reportedly 
dropped down to about $300,000 
over-all during the past year while 
it was handled by McKee and AI- 
bright, which got the account in 
March, 1952. During its last year 


War II as a research organization.| with H. H. DuBois Inc. (successor 


k Pg Paw Steele, formerly president R h F Inc. to Town Advertising, a rela H El intend to 20 

a of Hamilton Advertising Agency, i i c. : sing, 8 femn~ enry Elser, an assistant to Mr. 

n Chicago, has joined the staff of petieuhes — | mn Mekittrick’s “1 Town is Brown, at first heatedly denied 

, Carson-Roberts, Los Angeles, as H listed in McKittrick s for March, the change. It was later confir 1 

| ge as later confirmec 

“ copy director and member of the Agency Switch 1953, but AA was told that the by the Fels sales manager. 

i. plans board. PHILADELPHIA, June 17—Fels & Periodicals Publishi:« Assn. has 

P Co., manufacturers of Fels-Nap- not accredited the agency as yet. @ The Town agency has been di- 
Appoints Avery-Knodel tha Soap, Fels-Naptha soap gran-| The switch took the advertising rectly concerned with Fels mer- 

Av ery-Knodel has been ap- ules, Felson detergent and Rol liq- fraternity here completely ~\ sur- chandising for the last two years. 

pointed national representative for yiq detergent, has moved its ac- prise. When rumors were first According to available informa- 
Eastern Broadcasting Corp., op- |. eee : , AA. | . . . 

h erator of WHYU and WACH-TV count again. heard here by » Roy McKee, tion, it was founded after World 

f Newport News, Va. The latter is Max Brown, general sales man- partner in McKee & Albright, 


due on the air in September. 


ager, told ADVERTISING AGE that the 


would not confirm his losing the 


Town ran a test on Felso two years; of S. E. Roberts Inc. which had 


Which design publication 


rates highest in 


editorial achievement 


If awards are any indication, it is the one that has just received 

4 more awards—making 14 in all since 1940 for editorial achievement. 
No other design publication has been so consistently honored. 
MACHINE DESIGN is proud of the recognition accorded its editors in 
these annual N.1.A.A. competitions ever since 1940, and again this year. 


If reader response is any indication, the design publication that rates 
highest in editorial achievement, with design engineers, is the one that 
receives an average of over 6,000 requests a month for individual 

tear sheets of editorial articles. No other design publication can point 

to such response to its editorial job. MACHINE DESIGN is proud of the 
recognition accorded its outstanding editorial performance, by the readers. 


i Machine Design, Penton Building, Cleveland 13, Ohio 


Wherever the design function exists you'll find 


MACHINE DESIGN 


No other design publication has been so consist:ntly honored with awards. 


| 
| 
| 
| 


| 
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‘White 


the account for about 15 years), 
Fels & Co. spent $1,400,000. 

Just what Fels’ plans are for the 
‘coming year is not known, but 
the company is expected to boost 
its budget to include more con- 
sumer magazines. 


Rodgers Gets New Post 

A. S. Rodgers, president of 
Sewing Machine Corp.., 
Cleveland, has been named to the 
new post of chairman of the board. 
G. G. Nuss, v.p. and treasurer, suc- 
ceeds Mr. Rodgers and continues 


as treasurer. 


THE STORY 

BEHIND THIS 

MAN GOES 
BACK 17 YEARS... 


AL HORNSTEIN’S “success story” 
as printed on page 24 of this issue, 
is a fitting tribute to the service 
theme of all ads sponsored by Horn- 
stein Photo Sales, as developed by 
their ad agency, Gourfain-Cobb. It 
all started in the first issue of 
PHOTOGRAPHIC TRADE NEWS, 
which has published Hornstein ads 
for 190 successive months. We have 
proudly watched Al ilornstein’s firm 
grow into the multi-million dollar 
operation it is today. 


“SUCCESS” IS A HABIT 
THROUGH “PTN” ADS... 


CALL THE ROLL of America's top 
shotographic equipment firms _ 
hey've all been consistent adver- 
tisers in PHOTOGRAPHIC TRADE 
NEWS. Their success has been ours 
... they had the “goods to deliver" 
, and since 1937, PHOTOGRAPHIC 
TRADE NEWS has been selected .. . 
and honored to serve these trade 
leaders 


PHOTOGRAPHIC TRADE NEWS 


—. 


me mm Sa ere ee 


me pr Pe met agen 


17th Year 


PHOTOGRAPHIC TRADE NEWS 
Samuel G. Krivit, Publisher 


Publication Office: 
1114 First Avenue, New York 21 


ADVERTISING SALES OFFICES: 


WEW YORK: 1114 First Avenue 
CHICAGO: $. William Pattis, 35 E. Wacker Drive 
LOS ANGELES: Chris Dunkle & Associates, 
3257 W. 6th Sr. 
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Adman Turned Prot 
Returns to Clopay 


to Bolster Sales 


CINCINNATI, June 16—Arthur L. 
Thexton, adman turned professor, 
has rejoined Clopay Corp. as ex- 
ecutive assistant to the president. 

Back in 1947 Mr. Thexton, then 
v.p. of the Cincinnati manufactur- 
er of plastic window shades and 
draperies, resigned his $30,000 
post to pursue a longtime ambi- 
tion. He enrolled at Columbia Uni- 
versity, received a master’s degree 
in political science, then took an 
under-$5,000 job as assistant pro- 


moe. 
Naa LY MOTION 
"ators... 
We produce the 
UNITS ond METAL PARTS plus 
IDEAS and WORKING MODELS ' — 
p THE AMERICAN DISPLAY CO. Darton 2, 


rv the federal 
d out his pol- 


he should work 
government to r 
itical science car 

In 1951 he sold 
home and went 
become consultan’ 
Cooperation Ad 
the National Se 
Board. 


fessor at Bridgeport University in 
Connecticut. 

He bought a small house on 
campus, held forums with students 
each night and settled back to en- 
joy academic life. Students liked 
him, called him “Mr. T.” 


his Bridgeport 
, Washington to 
to the Economic 
jinistration and 
irity Resources 
s It was a big change for the for- 
mer executive. He had been a. 
Chicago Journal reporter back in| 8 Meantime, Clopay 
the “Front Page” days and later | as well as its ex-v.. Rising pro- 
joined Procter & Collier Co., Cin-|duction costs inv ved in the 
cinnati ad agency. While handling | switch from paper plastic shades 
the firm’s account he so im-| brought a $220.8 net loss last 
pressed Clopay President Sam J.| year. Worse still. |.e first quarter 
Johnson that he hired Mr. Thexton|of this year showed a $209,145 
as v.p. in charge of sales. loss. 

Clopay hit the big time when, Meanwhile, th: 53-year-old Mr. 
after years as a paper wholesale| Thexton had tired of Washington, 
firm, it started making 98¢ paper} quit his government post and re- 
window shades. Mr. Thexton over-/| turned to Cincinnsti “to watch my 
hauled the sales organizations and | grandchildren grow.” 
built up volume from $500,000 a Mr. Johnson heard about it and 
year to $12,000,000 by 1945. brought his former v.p. back into 

In his Bridgeport academic post, | the organization. Mr. Thexton told 
Mr. Thexton met two other former| AA he will stay with Clopay “at 


nadn’t done 


} 


admen—Chester Bowles and Wil-/ least until it gets well.” The switch 
liam Benton—who persuaded him} from paper to plastic products has 


eost plenty, he said, but he believes 
the future of the firm lies in plas- 
tics. 

Among the plastic industrial 
products he is counting on to lift 
the company out of the red ink is 


/a non-corrosive pipe for use in 


petroleum and chemical industries. 


Meanwhile, the ex-professor is| 
making no predictions of how long | 


he will remain in industry: He still 
remembers academic life. 


3 Name Bachenheimer-Lewis 

Northern Dyeing Corp., Wash- 
ington, N.J., textile finisher, 
Union Textile Printers, Patterson, 
N.J., fabric printer, and Ansonia 
Mills, Taunton, Mass., textile mill, 
have appointed Bachenheimer- 
Lewis Boston and New York, to 
direct advertising. All will use 
business publications. In addition, 
a consumer campaign is planned 
by National Dyeing. 


Press Association Moves 


The Catholic Press Assn., New 
York, has moved to new offices at 
150 East 39th Street. 


SAN DIEGO, California ... . 


THE MOST 


IMPORTANT CORNER 
IN THE U.S.A. 


SAN DIEGO 
CALIFORNIA 


Sta aaa ; 


JEWELRY STORE SALES 


Albany-Schenectady-Troy (N. Y.).................. $6,777,000 
Davenport-Rock Island-Moline (Ill.) .............. $2,753,000 
Nee as uabscaniebnieonetanleniehil $5,455,000 
SN I OUND na ncncccaceveccscsesneocsenees $3,222,000 
ee a .ccnccnsncccncsstscaccsnsnsasces $6,431,000 
Louisville (Kentucky)...................---..--.......2000- $6,273,000 
Oklahoma City (Oklahoma)............................ $5,446,000 
TE $4,259,000 


$6,928,000 


DATA COPYRIGHTED 1953 SALES MANAGEMENT SURVEY OF BUYING POWER 


San Diego Union 
FVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


The 
the San Diego Union an 
ning Tribune offers the greatest 
concentration of pros 
your quality product. 
of the San Diego Jewelry Store 
advertising appropriation is 
placed in these two great news- 
papers. 


coverage of 
Eve- 


“Saturation” 


ts for 
ver 90% 
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Gourfain-Cobb 
Quits Amana but 
Keeps Sales End 


CuHIcAGo, June 16—Any doubts 
|that A. S. (Ed) Gourfain wears 
separate hats in heading up an 
agency and a home freezer distrib- 
uting outlet (AA, May 4) were 
rudely dispelled this week. 

Effective July 1, Gourfain-Cobb 
Advertising, of which Ed Gourfain 
is president, has resigned its ac- 
count with Amana Refrigeration 
Inc., Amana, Ia., home freezer 
manufacturer. The agency has 
been handling the trade and farm 
segments of the Amana account, 
but it was not the advertising in 
particular which caused the mu- 
tual severing of relations, accord- 
ing to Mr. Gourfain. “We and 
Amana found an area of general 
policy-making on which we didn’t 
agree, and so we stepped out,” he 
told ADVERTISING AGE. 


® At the same time, however, Ed 
Gourfain will continue as presi- 
dent and a major stockholder in 
Amana-Chicago Corp., the Chicago 
distributing outlet for the Iowa 
freezer firm. It was Gourfain- 
Cobb’s success as a_ distributor 
which got it the ad account in the 
first place. 

To heighten the paradox, it de- 
velops that Gourfain-Cobb’s dou- 
ble life as agency and distributor 
contributed to the policy break. 
“We felt that our distributing op- 
eration was in effect a laboratory 
for our advertising efforts,” Mr. 
Gourfain explained. ‘Amana felt 
the fact that we were a dual per- 
sonality wasn’t so good.” 

“I'd go out and sell that as an 
asset, myself,’”’ he added. 

A year ago, Gourfain-Cobb got 
itself into the distributing business 
as the result of a hard chase for a 
major appliance account after it 
lost the Motorola business. Now 
the firm is back where it started 
from—only a home freezer outlet 
to the good. 

“We're out weaving snares for a 
major appliance account right 
now,” says Ed Gourfain. 


BarberEtte Names Agency 


BarberEtte Co., New York man- 
ufacturer of home hair trimmers, 
has appointed Smith, Hagel & Sny- 
der as its first agency. Current ad- 
vertising includes newspapers, 
consumer and business publica- 
tions supported by radio and TV 
spots. Testing is being carried out 
/on 200 radio stations and plans 
|are being developed for additional 
radio and television presentations. 


Swerdling Appointed S. M. 


Louis A. Swerdling formerly 
|sales manager for Stetson China 
Co., Lincoln, Ill., has joined Na- 
tional Silver Co., New York, as 
sales manager of the midwestern 
‘division. Mr. Swerdling will super- 
vise the Chicago, Detroit, Cleve- 
land and Cincinnati offices. 


Ad Council Names Wriston 


Dr. Henry M. Wriston, president 
of Brown University, has been 
selected by the Advertising Coun- 
cil to succeed Dr. James B. Conant 
on the council’s public policy com- 
mittee. Dr. Conant resigned to be- 
come U.S. High Commissioner to 
West Germany. 


Wall Joins W. B. Doner & Co. 


William Wall has been named 
an account executive with W. B. 
Doner & Co., Detroit. The Chevro- 
let Dealers of Metropolitan Detroit 
has appointed the agency to direct 
its advertising. 


Key Corp. Names Hirshon 

Key Corp., Miami, has appointed 
Hirshon-Garfield, Miami to handle 
promotion of its ethical pharma- 
ceuticals. Advertising plans will be 
announced shortly. 
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MOLE—This counter display for Holly- 
vogue California Ties ‘follows the fad,” 
says its creator, Malcolm Steinlauf Co., 


Los Angeles, in that it shows “a small 
mole just to the right of the model’s nose.’ 


‘Successful Farming’ | 
Finds Readers Are 
Not Radio-TV Fans 


Des MOINEs, June 16—A survey | 
by Successful Farming of its read- 
ers’ radio and television listening 
habits—believed to be the first) 
study of this kind undertaken by a 
farm publication—indicates that 
these farm families spend relative- | 
ly little time with their radio and_ 
TV sets. | 

No more than 14.8% of the pub- | 
lication’s readers are. television | 
viewers during any one 15-minute | 
period, according to the report.) 
And only 47.0% are radio listeners | 
during any one 15-minute period. | 

The top-rated television show, “I. 
Love Lucy,” was viewed by 14.9% | 
of the publication’s readers. “The. 
Arthur Godfrey Show,” highest. 
ranking radio program, attracted 
27.8% of this audience. 


@ The study was made during a 
two-week period last December | 
among a consumer panel of 300, 
farm families. The families were 
given a radio-TV listening diary 
to keep. Returns for the first week 
were 92% and for the second, 90%. 

Other highlights of the findings 
by the Meredith Publishing Co. 
publication are: Maximum TV 
viewing occurs between 8 and 9 
p.m. and Wednesday is the day 
most of these families pick to 
watch television; the greatest radio 
listening is done between 6 and 7 
p.m. and Monday is the favorite 
day for listening. 


Holmes & Edwards Division 
Appoints McCann-Erickson 


Holmes & Edwards, manufactur- 
er of sterling inlaid silverplate, 
and a division of International Sil- 


ver Co., Meriden, Conn., has ap-' 


pointed McCann-Erickson, New 
York, to direct its advertising. 
Newspapers and magazines will be 
used. Cunningham & Walsh, New 
York, was the previous agency. 


Milwaukee Artists Elect 


Ray Dennis of E. F. Schmidt Co. 
has been elected president of the 
newly formed Art Directors Club 
of Milwaukee. Other officers 
elected are Richard Hoffman, Ad- 
vertising Art Studios, v.p.; Jay 
Conley, Wetzel Bros., treasurer, 
and Everett Edelman, Phillips 
Litho, secretary. 


Chadwick Joins Gibbons 

Alan Chadwick, formerly ad- 
vertising manager for Falcon 
Equipment Co., Toronto, has joined 
the Toronto office of J. J. Gibbons 
Ltd., where he will direct the 
Cockshutt Farm Equipment ac- 
count. 


'Toronto Market Assn. Elects 


Duncan MaclInnes, manager of 
the media department with Mc- 
Cann-Erickson, Toronto, has been 
reelected president of the Toronto 
chapter of the American Market- 
ing Assn. Other officers elected 
are T. W. Kober, Vickers & Ben- 
son, v.p.; Mrs. Edith Beveridge, 
Reader’s Digest, secretary, and 
Lewis G. Gray, Canadian Facts 
Ltd., treasurer. 


Two Agencies Join 4 A's 
Ted Workman Advertising, Dal- 


jlas, and Albert Sidney Noble Ad- 


vertising, New York, have been 
elected to membership in the 
American Assn. of Advertising 


| Agencies. 


Michaelson Adds New Duties 

Michael Michaelson, in addition 
to his duties as advertising promo- 
tion manager for Ziff-Davis Pub- 
lishing Co., New York, has been 
named assistant circulation man- 
ager. 


NBC-TV Details Samish 


Adrian Samish, who recently 
joined the creative producers 
group of National Broadcasting 
Co., New York, has taken over the 
direction of ‘daytinic television 
programming for the network. He 
has been given full responsibility 
for building up the 10 am. to 6 
p.m., EDT, schedule. Mr Samish 
joined NBC May 1 after resigning 
/as radio-TV v.p. for Dancer-Fitz- 
| gerald-Sample. 


| Sullivan Boosts Malh.oney 


Frank C. Mahoney, with R. G.) 
Sullivan Co., Manchester, N. H.,. 
cigar maker, for 31 years. has been 
promoted to general s. manag- 
er of the company. 


Miss Shoemaker Joi::; BBDO | 


Elizabeth Shoemaker. formerly 
advertising manager of Shulton 
Inc., has joined the copy staff of 
Batten, Barton, Durstine & Osborn, | 
New York. 


THIS Rl RICH MARKET is 
YOURS for the SELLING 


SO. DAK. | MINN. ~~ 


a nS 818,400 
Retail Grocery “Sales $ 166,118,000 
Gross Farm a dh, 107,982,000 

Sales Management) 


1A. 


Contact Our National Reps. NOW! 7 


The Sioux City jJournal 


URNAJ. -TRIBUN: ie 


NAL XE) | 


yesterday 


Are your sales keeping pace with the 
spectacular growth of The Denver Post’s Market ? 


Forty-eight thousand living units, a market equivalent to the city of 


Gary, Indiana, have been added to metropolitan Denver since the end of the war. 
Population now totals ¢25,300...up 32 percent since 1946, up 53 percent 


since 1940...and still ; 


Equally important, yo 
single medium covera 


read The Denver Post 


In terms of market, of 
to increase your schec 


CIRCULATION 
Doily 227 134 
Sunday 350 743 
Empire Magazine ont 
Comics . 380 106 


A. B. C. Publisher's Statement 
September 30, 1952 


rowing steadily at a rate of 5 to 6 percent a year. 


‘can sell this major market with the economy of 
-. In metropolitan Denver, 9 out of 10 of your prospects 


overage, of cost, it makes good sales sense 
le in The Denver Post. 


THE DENVER POST 


Tha Voice of the Rocky Mountain Empire 


PALMER HOYT, EOITOR AMO PUBLISHER. 


Represented Nationally by Moloney, Regen & Schmitt, Inc. 
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U.S. Economy Needs Heads Britannica Films 

__ Maurice B. Mitchell, formerly a 
Some Readjustment, v.p. and board member of Muzak 


_Corp., New York, has been elected 
president of Encyclopaedia Britan- 
/nica Films Inc., Wilmette, Ill. The 


Says Credit Expert 
|company is a wholly owned sub- 


New York, June 16—Intense |... , , a hr i 
selling effort, efficient production stan te tidak eedia Britan 
and courageous but judicious cred- : 


it policies are required to over- Dad’s Throw-Away Bottle Bows. 


s F a h ; 
come the sellers’ markets and the Dad's Root Beer Co. Chicago 
Gust, to the allel of Fi : H 'has introduced a new no-deposit 
vue 1 ae wn enry 1. no-return bottle in the quart “ma- 
Heimann, executive v.p. of the | ma” size. A special carton designed 
National Assn. of Credit Men, aS for the bottle can be turned into 
presented in the current “Month- | ag self-serving display case to be 
ly Business Review.” placed on dealer’s floors. 


Among the straws in the wind. 


Movie Proc iced by 
Restaurani Assn., 
Rival Magazines 


CuHicaco, Jun 16—‘“‘America 
Eats Out,” new m .rket film of the 
restaurant indusi:y, produced by 
the National Restauran' Assn. here 
in conjunction wit Restaurant 
Management and / crican Res- 
taurant, will have w York and 
Chicago previews 

The New York ‘view will be 
held today at 4 . in. in the Com- 
modore Hotel. The Chicago pre- 


Advertising Age, June 22, 1953 


view will take place in the Crystal | Toronto Sales Execs Elect 

Room of the Chicago Athletic’ Murray McLeod, sales manager 
Assn. at 4 p.m. on June 23. —_— for Shirriff’s Ltd., has been elected 
| It is believed by the association president of the National Sales Ex- 
_to be the first time in any indus- | ecutives’ Club of Toronto. Other 
try that a national trade associa- officers elected are B. E. Smith, 
tion and two of an industry’s lead- International Business Machines 
ing, competitive trade publications C9-, V-Pp-; George Batten, Sovereign 
lhave joined forces to present the Film Studio, treasurer, and C. P. 


|Monteith, Aluminum Co. of Can- 
story cf the market they represent. | ada, secretary. 


Weeks Joins Ray-O-Vac Co. Clement Joins Gordon Smith 


William C. Weeks has been ap-| Dee Clement, formerly operat- 
pointed assistant to the V.Pp. for | ing his own Walla Walla, Wash., 
sales, Ray-O-Vac Co., Madison, agency, has become a partner with 
Wis., maker of batteries and flash-|Gordon Smith Advertising Serv- 


lights. |ice, Yakima, Wash. 


cited by Mr. Heimann as indica-| 
tive of moderate readjustment are | 
(1) the pressure of commodity | 
prices; (2) the greater selling ef- | 
fort needed in housing and in| 
the automobile market; (3) the. 
softness in the prices of steel scrap; | 
(4) the continued decline in farm | 
income; (5) the surplus in the ap- | 
pliance market, and (6) the slight 
slowing up in the payment of ac- 
counts. | 

| 


® There is, however, no need for | 
a serious readjustment, Mr. Hei- | 
mann stated, adding: 

“A halt had to be called some | 
time. In the readjustment from an) 
inflationary policy to one of mild) 
contraction it is, of course, essen- | 
tial that there be a breathing spell 
or digestion period to assimilate 
the change. 

“A world dependent on military 
or defense spending for full em- 
ployment is enjoying a synthetic 
prosperity,” he continued. “Es- 
sential though it is to keep pre- 
pared to ensure our freedom, we 
must never forget that this type 
of expenditure is a drain upon the 
resources of the world.” 


Dancer Appoints Two 

Lawrence D. Benedict, formerly 
of Compton Advertising, has been 
named an account executive of 
Dancer-Fitzgerald-Sample, New 
York, on the Nestle Co. account. 
Walter C. Schier, an attorney, who 
was in the business affairs depart- 
ment of the Columbia Broadcast- 
ing System for the last five years, 
has joined the agency's radio-TV 
department to handle business af- 
fairs. 


Cheney to Ross-Gardiner 
Cheney Corp., maker of Chen- 
ey’s cheese dressing, has appointed 
Ross-Gardiner-Millen, Beverly 
Hills, Cal., to handle its publicity 
and public relations program. 


NO. | 


DAY-JEWISH JOURNAL 
Is The Most 


| 
} 


Potent Force in Jewish- 
American Journalism 


READER INFLUENCE: It combines | 
the editorial power and wide | 
range of features formerly di- | 
vided between the two great | 
Jewish newspapers that are now | 
merged under The Day-Jewish | 
Journal masthead. | 
ADVERTISING INFLUENCE: Its 
greater circulation is concen- | 
trated in homes of the nation’s 
biggest-per-capita buyers of | 
food, drug and household prod- | 
ucts—of appliances, radios, TV 
sets, autos, etc. 


Our National Advertising Representative 
. : 
Joseph Jacobs Organization 


1 East 42nd Street, New York 17, N.Y. 
MUrray Hill 7-6234 | 
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Consumers Consumed Less Liquor in 1952 


NEw York, June 16—Consumers 
drank about 5.2% less liquor last 
year than they did in 1951, ac- 
cording to True’s latest report on 
the liquor market. 

But while consumption of blend- 
ed and bonded whisky and Scotch 
and brandy was declining, the con- 
sumption of straight whisky (chief- 
ly bourbon), Canadian whisky, gin, 
rum, cordials and vodka was going 
up. The latter have been making 


year-to-year gains since 1949. 


The True report, prepared by 
Benjamin W. Corrado, liquor con- 


getting a volume of 33,715,512 gal- 
lons. However, blended sales suf- 
sultant, showed Canadian whisky fered from the inroads of straights 
and vodka hitting new consump- in the South, Midwest and Far 
tion peaks. The former reached a_ West. 

volume of 7,400,000 gallons, while| Inventories of wholesalers were 
vodka hopped 59% to nearly 2,- reduced by about 4,0°9.000 gallons 
100,000 gallons. ‘last year because of high taxes and 
reduced volume. 


@ Though blended whisky sales | , 
dropped more than 12% last Agency Expands Offices 

year to 93,269,109 gallons, the! Smith, Hagel & Snyder, New 
product still accounts for 50.8% | York, has moved its i edia, art, 


ol ii : : _| production, accounting and pub- 

arse mage ang” EERE, scpenS licity departments to larcer offices 

pads on another floor. The :dministra- 

Blends outsell straights almost|tive and executive offices remain 
3-to-1 nationally, with straights! on the fifth floor. 


‘of Price Stabilization. 


Bakers Add Two to PR Staff |Reylon Schedules 
The American Bakers Assn., 


Chicago, has added two members 7 

to its public relations staff as part a Dramatic Show on 

of an expansion program. They are | 

Robert L. Zimmerman, most re-| CBS-TV Next Fall 

cently regional information officer) Wrew york. June 17—Revilon 

Ice Ine Chinagen aa 52, Peal, Products Corp. has bought the Sat- 

previously regional information Uday 10:30 p.m., EST, period on 

officer in Milwaukee of the Office|CBS-TV for the fall. A dramatic 
| program will be presented through 
| William H. Weintraub & Co. 


Volk Joins Cincinnati Agency This sale gives a solid lineup of 

Howard P. Volk, formerly with | Saturday night sponsors for the 
Thompson-Koch, has resigned to | COMNns& Season. Cat's Paw Rubber 
join Associated Advertising, Cin-|Co. (S. A. Levyne Co.) is negotiat- 
cinnati. ing for a fall participation on the 
Garry Moore daytime show on the 


customers in. 


Channel 4 V 


CBS Televi 


Sources on request 


For in the nation’s second television 


Today, WBBM-1) attracts one of every 
three viewers in Chicago’s average 
audience, all week long, a share larger 


than the next two stations’ combined ! 


And it’s only the beginning. WBBM-TYV, 
Chicago ’s Showmanship Television 
Station, is creating one of the nation’s 
great TV show places... with new 
faces, new talent. strongest possible 


network and local programs. | PORCELAIN NEON 


To assure yourself of the kind of 
performance which makes sense—and 
sales —talk over availabilities with 
WBBM-TV or €0s TELEVISION SPOT SALES 


today. Youw’re on next. on... 


a ae tage 
a ee ty = 
: | (% By 
¥ ZZ. 
, = 


» Key Station in Chicago 


same network. 


‘gs At NBC-TV, Keds division of 
U. S. Rubber Co. (Fletcher D. 
Richards Inc.) has started a four- 
week campaign on “Today.” 

Saddest news for DuMont last 
week was the cancelation by Gen- 
eral Foods of “Captain Video,” one 
of the network’s most popular of- 
ferings, effective June 30. DuMont 
is peddling the Monday-through- 
Friday space show to other adver- 
tisers. 


Worldwide Import to Steinlauf 


Worldwide Import Inc., Los 
Angeles importer of the Jowett 
Jupiter English-built sports car 
in the U. S. territory west of the 
Mississippi, has appointed Mal- 
colm Steinlauf Co., Los Angeles, 
to handle all advertising, publicity 
and sales promotion. Current plans 
are for the introduction of the new 
Series III Mark I Jupiter. 
| 


Heims & Holzman Dissolves 
Heims & Holzman Advertising 

Agency, Portland, Ore., has termi- 

‘nated the partnership formed in 


market, WBBM-11 is already packing your _1944. Earl Heims, formerly operat- 


‘ing an agency under the name of 


|Earl Heims & Associates, has re- 
| organized under that name at 721 
S. W. Madison St. Sylvia Holzman 
‘has opened an agency under her 
-own name in the Morgan Bldg. 


A chen onda g i 


THE FINEST 
FOR MORE THAN 30 YEARS! 


Year after year leading merchandisers rely on 
Anrthiraft 


DEALER SIGNS 


and outdoor illuminated plastic signs. 

Built to rigid specifications which 
assure lasting, trouble-free service. 
Audited research proves them 999/1000 
perfect! Patented Galv-Weld* frame 
zonstruction prevents rust (the enemy 
of porcelain) and prevents vibration 
(the enemy of tube life). A million- 
dollar tooling and equipment set-up 
permits easily cleaned faces with no 
exposed bolts or rivets. The removable 
streamlined front end makes for easy 
servicing. 

Artkraft* mass production methods 
and unequalled manufacturing facil- 
ities make possible the world’s finest 
signs at moderate cost. 


SIGN COMPANY 


Division of Artkraft* Manufacturing Corp. 
1133 E. Kibby St. Lima, Ohio 
Please send without obligation, details on 

Artkraft* signs. 

( ) We are interested in a quantity of out- 
door neon dealer signs. 

( ) We are interested in a quantity of 
Porcel-M-Bos'’d store front signs. 

( ) We are interested in a quantity of out- 
door illuminated plastic signs. 

( ) Please send instructions on how to set 
up @ successful dealer sign program. 


ee 
FIRM____ - 
STREET _ 
CITY & STATE__ - 
* Trademark Reg. US. Pat. Of. 
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Coming 
Conventions 


June 21-25. Advertising Assn. of the 
West, annual convention, Fairmont Hotel, 
San Francisco. 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Somer- 
set Hotel, Boston. 

June 22-24. New England Advertising 
Executives Assn., summer meeting, held 
in conjunction with the NAEA meeting, 
Somerset Hotel, Boston. 

June 22-25. National Industrial Adver- 
tisers Assn., annual conference, Hotel 
William Penn, Pittsburgh, Pa. 

June 26-28. Northwest Daily Press Assn., 
summer meeting, Madden Lodge, Gul) 
Lake, Brainerd, Minn. | 

June 27-July 1. National Assn. of Dis- 
play Industries, “Christrnas Convention,” 
Conrad Hilton Hotel, Chicago. 

July 6-11. First Advertising Agency 
Group, national convention, Benjamin 
Franklin Hotel, Seattle. 

Aug. 29-Sept. 3. Advertising Specialty 
Institute, advertising specialty show, La- 
Salle Hotel, Chicago. 

Sept. 14-15. Pennsylvania Newspaper 
Publishers Assn., annual classified clinic 
for mid-Atlantic states, Fort Stanwix Ho- | 
tel, Johnstown, Pa. 

Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, 
Shamrock Hotel, Houston. 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

Sept. 


27-29. Mail 
Assn. International, 
Hotel Statler, Detroit. 

Sept. 30-Oct. 2. Direct Mail Advertising 
Assn., 36th annual conference, Hotel Stat- 
ler, Detroit. 

Oct. 4-8. Advertising Specialty National 
Assn., annual convention and specialty 
Fair, Palmer House, Chicago. 

Oct. 4-10. Produce Prepackaging Assn., 
third annual exposition, Chase Hotel, St 
Louis. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 

Oct. 5-8. Printing Industry of America, | 
1953 exhibition and awards, annual son, | 


Advertising Service 
annual convention, 


vention, Shoreham Hotel, Washington, 

, © 

Oct. 9-10. Pennsylvania Newspaper Pub- 
lishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 11-14. American Photoengravers 
Assn. and Equipment Exhibition, 56th an- 


nual convention, Hotel Statler, Boston. 
Oct. 12-15. Financial Public Relations 
Assn., 38th annual convention, Sheraton 


Cadillac Hotel, Detroit, 

Oct. 15-16. Central Council, American 
Assn. of Advertising Agencies, Blackstone 
Hotel, Chicago. 

Oct. 15-17. Newspaper Advertising Man- 
agers Assn. of Eastern Canada, Windsor 
Hotel, Montreal. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club. 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 

Oc, 23-25. Midwest Intercity Confer- 
ence of Women's Advertising Clubs of the 
Advertising Federation of America, Edge- 


water Beach Hotel, Chicago. 


Nov. 5-7. Southern Newspaper Publish- 


ers Assn., annual meeting, 50th anniver- 
sary, ‘Boca Raton Hotel and Club, Boca 
Raton, Fla, 


LONDON BRIDGE IS 
FALLING DOWN... 


falling down . . . falling 
down. 


London bridge is falling 
down, 


MY FAIR LADY! 


If your product or service 
shows a tendency similar to 
that of the bridge in the 
nursery game, call KMBC-KFRM, 
Kansas City, or your nearest 
Free and Peters office, for 
availabilities on the 
KMBC-KFRM Team. 


“My Fair Lady” is a pretty 
important person in 
your sales game, and 
she’s buying the 
things she hears about 
on the radio station 
she listens to most! 


Retailers Must Give More Shelf S; 1ce to 
Advertised Brands, Doeskin's Kat Says 


New York, June 16—Many a 
housewife, caught in the rush of 
modern living, no longer has time 


to make out shopping lists, with 


the result that the product unseen 
on the retail shelf is unsold. 
That’s the opinion of Emanuel 
Katz, president of Doeskin Prod- 
ucts, who adds that retailers are 


finding it necessary to rely more,® Mr. Katz told 


,merchandise more 


and more on pro: ‘nent displays of 
well advertised »rands to catch 
the eye of the bu.» consumer. 

The “shoppers’ revolution,” as 
he calls it, has also resulted in the 
public’s buying every category of 
rapidly and 
more impulsively. 


neeting of the 


Metropolitan Bag & Paper Distrib- 
utors Assn. that retailers and 
wholesalers must realize that vol- 
ume alone doesn’t automatically 
produce profits. 


“Too many retailers are suffer- 


ing from a volume complex,” he 


said They must learn that huge 
volume has little meaning if it is 
obtained from loss-leader or low- 
margin merchandise, he explained. 

Today’s slim net profit margins, 
he said, make it imperative for re- 
tailers to concentrate on “fair 


Advertising Age, June 22, 1953 


profit” merchandise and to give 
their display space to this type of 
merchandise. 


Harry W. Smith Inc. Moves 

Harry W. Smith Inc., Chicago 
and New York technical publicity 
consultant, has moved its Chicago 
office to larger quarters in the 
Palmolive Bldg. 


WEHT Appoints Meeker 

WEHT, Henderson, Ky., which 
begins telecasting on Channel 50 
this fall, has named Meeker TV as 
its national representative. 
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FEATURES AUGUST 17, 1953, 


AIR RESEARCH AND 
INCLUDING THE SPECIAL 


ARDC is the nation’s 


The Mission of the Air Research and Development 


Command is to make certain that the United States 


Air Force is now, and will continue to be, equipped 


with the best planes, fuels, weapons, and techniques, 


that modern science can devise. How this Command 
is serving the nation will be reported by AVIATION 
Week, August 17, 1953. There is no more impor- 


tant subject today for Government, Industry or Mili- 
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Philadelphia Food, 
Drug Chains Start 
Own TV Publications 


PHILADELPHIA, June 16—Five 
food and drug chains here have 
broken out with a rash of their 
own traffic-building weekly tele- 
vision program and feature maga- 
zines. 

Combined circulation of all five, 
which are sold for 5¢ or 10¢ in the 


chain outlets, total more than 300,- 
000 weekly. All are said to be pub- 
lished by the chains themselves. 
The latest is “Leisure Time,” an 
ambitious general amusement fea- 


ture weekly with television list- | 


ings, now being sold for 10¢ in 
more than 1,500 Frankford Gro- 
cery neighborhood stores. Frank- 
ford Grocers Corp. is a cooperative 


it is expected to rise. 


Probably the biggest circulation | 


weekly is the American Stores 


Co.’s “Ideal TV Life.” with an 
initial circulation Of 125,000. This 
is expected to go Up ‘> 200,000 if 
the chain continues i' It sells for 
5¢. 


s Linton’s Restuarai's is publish- 
ing and selling “TV Timetable.” 
This 5¢ weekly has very few fea- 


. tures but all of the progr. 
Circulation currently is 25,000, but | 


Best Markets sells fo: 5¢ “TV 
Times,” which is similur to the 
Linton’s weekly. 


Sun Ray Drug Co. publishes 


35 


‘This Week on TV” and sells it} 
ior 5¢ in its 160 outlets. This com- 
pany has not definitely decided to 
continue it. 

Just how much of a dent these 
sales have made on the local edi- 
tion of TV Guide is not known. 


Miss Mitchell Joins Agency 
Marion Mitchell, formerly ad- 
vertising director of E. T. Slattery 
Co., Boston women’s __ specialty | 
shop, has joined the Boston office : 
of Hirshon-Garfield as fashion ad- | @ 
vertising consultant. 


THE AIR FORCE’S 


DEVELOPMENT COMMAND, 


REPORT "AVIONICS IN THE AIR FORCE.” 


att Pe es ree, ca eee 
oom Oe 


answer to present and future air power progress 


tary than the story of ARDC. In this Command rests 
the responsibility for present and future Air Power 
progress. 

Along with the ARDC issue will be a special 
report titled “Avionics in the Air Force”. This 
rapidly increasing, great, new Aviation market is 
indissolubly bound into Air Force Research and 
Development. Current problems and new techniques 
in communications, navigation, and fire control for 
high speed bombers, interceptors, and missiles will 
make for articles of absorbing interest to AVIATION 
WEEK subscribers. Within the limits of national se- 
curity, this full fledged, detailed report will unfold 
the picture of our progress and needs for future 
years. 

The ARDC issue will entail the most extensive 
traveling program for AvIATION WEEK editors in 
our history. Special flights have already been made 


FACTS ABOUT THE ARDC ISSUE: 


1. Like the 1952 AVIATION WEEK 
Air Materiel Command edition, 
there will be special de luxe copies 
available for Air Force use. 


2. Due to our experience with 
the AMC issue —a sellout shortly 
after issuance, several thousand 
extra copies will be ordered and 
varmarked for Service use. 


to the 9 Major Centers, where briefings and staff 
meetings were held by the Command for the Avia- 
TION WEEK Editorial Group. Followup trips are 
now being made by Aviation WEEK editors on 
special assignment, revisiting each Center. 

For the information of advertisers, there will be 
no advance in advertising rates. You are urged to 
contact the Sales Manager, AviATION WEEK, 330 
West 42nd Street, New York 36, New York or write 
ARDC Issue Headquarters, Lord Baltimore Hotel, 
Baltimore, Maryland. 


Look for the August 17th, 
AVIATION WEEK issue 
for its extra editorial bonus 


aa 

yee 

Sie 
ae 


KONA, Honolulu TV outlet, off 
©) \the air since March 11, has re- 
*| |sumed operations following ap- 
©} |proval of new ownership by the 
‘ Federal Communications Commis- 


a | |Charles Dallas 


(New ONE FOR KATE—Kate Smith greets 

Bret Neice, president of Universal Ap- 

| pliance Co., which will join the singer's 

list of sponsors in the fall. The “Kate Smith 

Hour” will be televised over NBC from 

3 to 4 p.m., EST, next season. New York 
is the originating city, 


KONA, Honolulu, on Air Again 


sion. The new operators are Ad- 
vertiser Publishing Co., which also 
owns KGU, Honolulu, and Island 
Broadcasting Co., owner of KPOA, 
Honolulu, and KILO, Hilo, Hawaii. 
KONA will be an affiliate of both 
the National Broadcasting Co. and 
| DuMont television networks. 


New Mexico Keeps McCann 


The New Mexico State Highway 
Commission has awarded an 18- 
month extension of its tourists’ 
bureau contract to McCann-Erick- 
son, Los Angeles. The agency has 
had the account since January, 
1953. The 1953 budget of approxi- 
mately $200,000 will be spent pri- 
marily in American Magazine, Col- 
lier’s, Cosmopolitan, Holiday, Life, 
Look, National Geographic Maga- 
zine and The Saturday Evening 
Post. 


| Kolb Joins Lewin, Williams 


et | E. Bennett Kolb, formerly copy 


jhead of the New York office of 
Reach Co., has 
| joined Lewin, Williams & Saylor, 
New York, as v.p. in charge of 
creative services. Mr. Kolb, who 
ihas been associate copy director 
| with Ward Wheelock Co. and copy 
supervisor with Marschatk & Pratt, 


was at one time with Young & Ru- 


| bicam. 


| The Fabulous Southwest 


NATION'S LARGEST TRAGE TEEHNOR, 


EL PASO 


Metropolitan Area 
(Ei Paso County) 
Population 224,000 
Families 53,800 
Circulation 59,711 
Coverage Ratio Over 100% 


CITY ZONE & RITZ 


24 counties of West Texas 
and New Mexico 


Population 555,200 

Families 142,900 

Circulation 84,896 
Coverage Ratio 59.2% 


The Fi Paso Cimes 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers . 
30* Line BUYS BOTH! 
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Business Paper Success Story... | © 


Kwikset Credits ‘Unorthodox’ Trade 
Ads for Rapid Rise in Lock Field 


competition from old-line lock 

Uses Color Bleed Pages, manufacturers, when they finally 

Preferred Ad Positions; reconverted from wartime activi- Pe 
ties. | 

Sales Reach 16,000,000 °“ | —_—— 


® Thus, one of the principal func- * | 
tions of Kwiksets’ business paper | 4 
advertising has been to consoli- 
date early gains. Its approach was | 
also keyed to other objectives 
Kwikset Locks Inc. in a field con- which emerged as the company | 
ini of established erew. | 
preven eames! At the outset, Adolf Schoepe, | ‘ 
How well the company has done | founder and president of the com~| pe siistic_this two-color bleed page ad 
is summarized in its current copy: pany, worked right in the shop to) inusrates how Kwikset uses unusual layouts 
“Over 16,000,000 Kwikset Locksets | set up the assembly line that gave ong striking photographs to increase the 
have gone into guaranteed service | Kwikset a headstart in the POSt- | attention-getting value of its trade publi- 
since 1946.” war market. The product was then | cation advertising. 
Advertising doesn’t get all the sold through a distributing organ-— 
credit for this success, since the ization. _ began to build its own sales and 
product did win acceptance before| As the company grew, it devel-| service organization. The now-es- 
it received advertising support.| oped that jobber relations were not | tablished advertising approach was 
However, this initial acceptance the best. Many in the trade were started early in 1951. 
was attained in a period of acute unhappy because in some cases | 
shortages of builder’s hardware. Kwikset locks were being sold di-|# A basic objective of advertising 
There was no assurance this ac- | rect to their customers. 
ceptance could be retained and| So, in 1950, the company took | architectural, building and hard- 
increased in the face of stiffening over distribution of its product and ware journals. This has been done 


For the 6th Straight Year 


MIAMI leads the Nation 


in residential building! 


By Phil Seitz 
ANAHEIM, CAL., June 17—Large- 
scale, and often unorthodox, use of 
business paper advertising is cred- 
ited with pacing the rapid rise of 


m@' 8 The second objective of art and 


Dwelling units per 1,000 population Source: Florida Power & Light Co. 


Housing Booms — and Number of Gold Coast businesses doubles in 8 years! 


Whether it's building new homes or If you want to build new business, 
starting new businesses, Greater Mi- then don’t miss this booming, billion 
ami and all of Florida's Gold Coast dollar om aclgie g vege org ae 
continue to shatter all records and to SOS8t coverage o - will deli , 
etenmatate: On ine colon poten For this dominant medium will deliver 


900,000 residents plus a million Gold 
tial of this area’s year round economy. Coast visitors this summer alone. 


See your SB&F 
man today. 


JOHN S. KNIGHT, Publisher 
STORY, BROOKS & FINLEY, Notional Reps. 


has been to dominate in the top| 


e?!with monthly and_ bi-monthly 


schedules, using full pages in pre- 
ferred positions, and usually in 
color. The thinking has been that 
dominance commands respect in 
the trade, while the extra expendi- 
ture for color and position (gen- 
erally first page) actually lowers 
the cost per reader. 

The technique employed has 
been to concentrate on a single 
selling point in each ad, with an 
attempt to convey one or more 
“subconcious” impressions about 
the product through design and 
content of the illustrative matter. 
Illustrations, almost always photo- 
graphic, have dramatized the sales 
| message, allowing a minimum of 


| copy. 


| 


@ The bulk of Kwikset’s business, 

and subject of most of its adver- 
'tising, is its “400” line of residen- 
| tial Locksets, designed and priced. 
'for middle- and low-cost homes. | 
|Chief selling points are precision 
manufacture, unconditional guar-| 
antee, five-pin tumbler: security, | 
mass production economy, and 
speed of installation. 

The last factor is stressed the 
most, because it represents the 
Lockset’s biggest competitive ad-/| 
vantage. This carries much weight 
with builders in view of high 
hourly wages paid to carpenters. 
Part of the installation story is the 
line of jigs, mortisers and other 
aids offered by the manufacturer 
to reduce installation time still fur- 
ther. 


# Art, layout and the use of color 
have been assigned several specific 
objectives. First is to attract atten- 
tion through sharp contrast with 
adjacent advertising and editorial 
matter. This has led to the use of 
solid bleed pages of red, brown 
and green, with white used as an 
accent. 

Pages have been dominated with 
large, close-up photographs tying 
in closely with the headline. Ex- 
amples: A_ carpenter’s gnarled 
hands adjusting a_ boring jig 
(“Save time for skilled hands’); 


}}a montage of hands approaching a 


door knob (“Built to greet a mil- 
lion hands”). 


layout is to communicate subcon- | 
|cious impressions about the com- | 
pany and its product. Ideas which 
the advertiser wants to put across, | 
without putting them into words, 
include the company’s financial 
stability and here-to-stay depen- 
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dability. These are often implied 
in connection with copy references 
to the Lockset’s unconditional 
guarantee. 

Indirection is also used in getting 
across the idea of Kwikset’s wide 
acceptance and good appearance. 


® Appearance has never’ been 
mentioned in the copy, yet con- 
siderable money has been spent 
to photograph the lock to good ad- 
vantage and to experiment with 
color rendition of its brass finish. 

A full-page photograph of a 
shipping clerk loading cases of 
Locksets onto a conveyor belt sug- 
gested wide distribution and use, 
as did a page covered with cut- 


'outs of the Lockset’s distinctively 


shaped key. A montage of photo- 
graphs of drafting tables and pre- 


|cision instruments tied in with a 
|copy reference to “thousands of 


hours of research and develop- 
ment” suggested the company’s 
financial resources. 


s The final aim of art and layout 
is to please design-conscious build- 


‘ers and architects. Milt Zolotow, 


recent winner of a New York Art 
Directors Award, and art director 
for Audience Tested Advertising 
Inc., Los Angeles, Kwikset’s agen- 
cy, feels that business paper read- 
ers are more apt to be alienated by 


FOR MOVIES—Here is an example of how 
Kwikset uses its advertising to promote its 


|, color sound movies. 


poor design than readers of con- 
sumer magazines. 

Occasionally, ads forsake major 
selling appeals to report on Kwik- 
set’s work in two other media: 
films and exhibits. Three sound, 


CARRIED MORE 
LOCAL GROCERY 


LINAGE ... 
THAN ANY OTHER 


IOWA DAILY 


| WATERLOO DAILY 
| COURIER 
1,357,188 LIN 


JUNE 1 THRU DECEMBER 31, 1952 WE CARRIED A TOTAL 
OF 167,944 LINES OF NATIONALLY ADVERTISED PRODUCT 


TIE-INS IN 6195 INSERTIONS .. . 


proof our grocers ore 


on request to see how your products rated in our local gro- 


cery advertisements. 


with 


Waterloo 


| cooperative. You may have a copy of our tie-in report FREE 


Here is proof . . . proof that this is one of the Richest, most 
profitable TEST MARKETS in the Mid-west ... A Market 
covered only by the Waterloo Daily and Sunday Courier. 


Let our advertising and merchandising department show you 
whet con be done with Write. 


your product. 


KJailn Co 


T 


- WATERLOO, 1|OWA 
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memer | for the mailings goes right down to, Kwikset films to all who are in- 


lock installation 
comtest 


CONTEST PROMOTION—Ads like this were 
used by Kwikset to tell about its lock instal- 
lation contest at the National Assn. of Home 


Builders convention in Chicago last Janu- | 
ary. The company constantly stresses speed | 


of installation in its advertising. 


color movies have been made, each 


with a specific objective. 


The first film, “Locking Up,” is 


designed to overcome a major sales 
deterrent—to the fact that Kwikset 
parts are die-cast from a zinc alloy, 
whereas” established companies 
were using steel stampings. In the 
past, industry experience with die- 
cast locks had not been good. The 
film was shot in the Kwikset plant, 
with strong emphasis on its mod- 
ern production lines, and the ex- 
acting controls used to insure tensil 
strength, impact resistance, and 


other factors contributing to the’ 


physical properties of the lock. 


# A second film, “Securely Yours,” 
was made to show operations in 
keying Kwikset locks. A_ third, 
“Precision Parts From Powdered | 
Metal,” is designed to describe the 
West’s first major powdered metal | 
installation, used to press certain | 
parts for the company’s forthcom- | 
ing “600” line. This six-pin tumb-| 
ler model, already announced to) 
the trade, is to meet higher priced 
competition. The new lock will go 
on the market later this year. 

The films have been shown at 
industry conventions and _ trade 
shows, and wherever else there. 
have been requests. 

A current example of business 
paper support of a promotional ex-. 
hibit is a series of four advertise- 
ments run for this year. The pro- 
motion was staged at Kwikset’s 
exhibit at the National Assn. of | 
Home Builders exposition in Chi- | 
cago, Jan. 18-22 of this year. A 
$1,000 defense bond was offered to! 
the person who installed a Kwik- | 
set lock in the shortest time. The | 
Lockset and installation aids were | 
provided, along with lumber of | 
average door thickness. 


® The contest, designed to drama- 
tize the product’s installation 
speed, was announced in a full- 
page insertion in the January is- 
sues of building and hardware 
publications. February ads, which 
went into production before the 
contest took place, were head- 
lined “Every second counted...” 
They described the contest and 
promised to report the winner next 
month. 

In March, the winner’s photo- 
graph was run under the headline 
“Kwikset proves fast installation.” 
Winning time—1 minute and 35 
seconds—was also headlined. Copy 
stated that 81% of the 616 con- 
testants had installed the Lockset 
in three minutes or less, using the 
Kwikset installation aids. 


the retailers and builders, who of- 
ten fail to keep up with their trade 
papers. 

Although the company’s 14 re- 
gional salesmen sell only to hard- 
ware jobbers (who supply retail- 
ers), and to contract hardware job- 


bers (who supply large building) 


'contractors), they find that this 
|grass roots penetration awakens 
interest in the product and builds 
| demand. 

| Reprints of ads are also distrib- 


'uted by Kwikset’s three traveling | 


sales promotion representatives, 


.|who call on jobbers and accom- 


/pany them on their visits to retail 
| stores and builder’s offices. 


. These field men carry portable 
‘motion picture projectors and show 


‘terested. They also furnish mats 
‘and electros of Kwikset locks to 
| retailers who wish to use them. 


Business papers used by Kwikset 
include American Builder, Amer- 
ican Exporter, American Lumber- 


man, Architectural ii cord, Build- 
ing Supply News, !lardware Age, 
Hardware Consultan! & Contractor, 


Hardware Retailer, Meva-ine of 
Building (House and hones edi- 
tion and Architectural Forum edi- 


tion), NAHB Correlat«;, Practical 
Builder and Progressi’« Architec- 
ture. 

The company’s powdered metals 
installation, which 1: lable to 
other western manufacturers, is 
promoted regionally .» Western 
industry and Wester) \etals. 


In filrns, as in the world 
-- in American industry and 


second only to France and is 


the old world and the new. 


The final insertion ran in April, 
featuring the most important of the 
aids, a new three-hole jig; the copy 


reiterated contest results. This pro- | 
motion is being continued in re-| 
gional home shows, and ten sec-| 


onds have already been shaved 
from the Chicago winner’s time. 


® To insure that the business 
paper advertising reaches all seg- 
ments of the trade, blanket mail- 
ings are made of reprints. The list 


| 
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Formfit Drives in August 


Formfit Co., Chicago maker of 
corsets, will start a back to school 
promotion for its teen-age Bobbies 
and junior-line Skippies in Aug- 
ust. Insertions for Bobbies will 
appear in American Girl, Compact 
and Seventeen. Ads aimed at the 
college crowd will appear in Coro- 
net and Glamour for Skippies. Re- 
tailers will be offered displays, 
counter cards and newspaper mats. 
MacFarland. Avevard & Co., Chi- 
cago, is the agency. 


Weinstein Joins Bundscho 
Robert Weinstein, associated 
with Bertsch & Cooper, Chicago 
advertising typographer, for the 
past 30 years, has joined the serv- 
ice department of J. M. Bundscho 
Inc., Chicago advertising typog- 
raphy and design specialist. 
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Purity Names Llewellyn 

Purity Bakeries, Chicago, has 
appointed Robert Llewellyn, form- 
erly a member of the contact de- 
partment of Tatham-Laird, Chica- 
go, advertising manager for Tays- 
tee bread and Grennan cakes. 


Charles P. Galt Moves 

Charles P. Galt & Associates, 
San Francisco advertising art 
specialist, has moved to 573 Cal- 
ifornia St. 


SIMPSON-REILLY, LTD. 
Publishers Representatives — 


. 


Since 2800 
BY Los ANGELES. HALLIBURTON BLDG. 


| SAN FRANCISCO CENTRAL TOWER 


Glamorous Silvana Mangano, Italian motion picture star, 
is one reason why Italy is a leading film-producing nation. 


of fashions, food and furniture 
arts generally -- Italian crea- 


tiveness continues to play a more and more important role 
in satisfying our demands for better living, The Italian 
Influence on American home decoration and c\isine is 


assuming dominant proportions, and in fashions ‘taly ranks 


rapidly closing the gap. 


To you the advertiser, all this has a spec «| meaning. 
More than two million Americans of Italian o: gin live in 
and around New York. To them, WOV, is the li .k between 


It is upon this tremendous group that the talian 
Influence makes its first and most penetratin, impact in 
stimulating the desire for better living. Ther: is money 


buying habits of this area. 


ROME STUDIOS: VIA di PORTA PINCIANA 4 


Photo Invernizzi - Italian Film Expe 


here, too -- in abundance, for all the good things of life, 
American or Italian. 

Your approach to advertising in the New York market 
needs careful appraisal in the light of the intimate associa- 
tion between WOV and the largest Italian-speaking commun- 
ity in the world -- in the light of the Italian Influence on the 


Representatives: 
John E. Pearson Co. 
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Flume Retires from ‘Light’ 

Lawrence J. Flume, for 38 years | 
with the San Antonio Light, and 
for the past 11 years its advertis-| 
ing director, has retired. Mr.}| 
Flume will be succeeded by Tom | 
D. Gish, retail advertising manne 
er. 


Pabst Promotes McDonald 


John K. McDonald, special rep- 
resentative for Pabst Brewing 
Co.’s special sales department in 
the Pacific Coast area, has been 
promoted to export sales manager. 
He will maintain his headquarters 
in the general offices in Chicago. 


Fee SeSecoec&nss 


i You cover 3 of the 4 


4 Quad-cities... when you 


use these newspapers... 


read by 57% of 


ROCK ISLAND 


oe 


THE ALLEN- KL, 


all Quad-citians 


REELECTED—These gentlemen staring so attentively at the cameraman had just been 
reelected officers of the Railroad Public Relations Assn. at its first annual meeting 
in Chicago June 8-9. They cre (left to right) J. D. Parel, Assn. of American Railroads, 
Washington, secretary-treasurer; G. C. Frank, Erie Railroad, Cleveland, and B. E. 
Young, Southern Railway System, Washington, eastern and southern region v.p.s, 
respectively; J. B. Shores, Texas & Pacific Railway Co., Dallas, president, and G. H. 
Kneiss, Western Pacific Railroad Co., San Francisco, western region v.p. 


The Southwest's Fastest Growing Farm Magazine believes in... 


The Rural Neighborhood Progress Contest, spon- 


sored jointly 


by the Farmer-Stockman and state 


colleges of Oklahoma and Texas, proves that when 


farm families 


work together there’s no limit to the 


things they can accomplish. 


Each year, prizes totaling $3,500 in cash are offered 
in each state for neighborhood improvement in 


homes, roads, 


schools, churches, soil improvement, 


health and livestock. 


Now in its 7 


Dit) aati Vecnsaemmnamie 
COMPLETELY NEW 
‘83 FORMAT 
GIVES ADVERTISERS 


SUCH ADVANTAGES AS: 


STANDARD PAGE SIZE 
LOWER 4 COLOR RATES 
LOWER PAGE RATE 
HIGH READERSHIP 


th year, this project is serving 168 


Mrmr ssn Mirriliro, 


Texas and 69 Oklahoma neighborhoods; 6,720 Texas 
and 2,193 Oklahoma families; and 23,520 Texas and 
7,559 Oklahoma persons. 

Interest grows daily in this unusual project which 
is revitalizing a heritage of community resourceful- 
ness in the Southwest! And the Farmer-Stockman’s 
position of leadership grows in stature with it. 
Another reason why advertisers in the Farmer- 
Stockman find it a magic carpet to sales success 
in the rural Southwest! 


401,000 SUBSCRIBER FAMILIES 


Texas 220,836 
Oklahoma 121,818 
Kansas 24,510 
Arkansas 20,876 


the Farmer-Stockman | 
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OKLAHOMA CITY, 


Missouri 5,119 
New Mexico 2,746 
Other States 8,159 

TOTAL 401,318 


Serving the Rural Southwest for 42 Years 


OKLAHOMA @ DALLAS, TEXAS 


Affilioted with The Oklahoma Publishing Company — The Daily Oklahoman, Oklahoma City Times — WKY ond WKY-TV 
Represented by THE KATZ AGENCY, INC, 
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NBC Plans Major 
Drive to Promote 


Daytime Television 


New York, June 16—The Na- 
tional Broadcasting Co. will launch 
a major advertising and sales pro- 
motion campaign next month for 
| daytime television. 
| NBC, which has assured its af- 
' filiates that it will play second fid- 
dle to nobody in the daylight TV 
| sweepstakes, is in the process of re- 
| vitalizing the mid-morning sched- 
ule. The advertising drive will 
push new attractions—including 
several projected soap operas— 
along with the established main- 
stays such as “Ding Dong School,” 
the “Kate Smith Hour” and “To- 
day.” 


@ Jacob A. Evans, NBC director of 
advertising and promotion, is set- 
ting up a special unit to handle 
this project. A supervisor, an as- 
_sistant and a Girl Friday will be 
hired for the unit. 

Potential sponsors and _ their 
agencies will be bombarded with 
direct mail pieces and sales pres- 
entations on the new shows as they 
become available. There will also 
be ads in newspapers and business 
papers. Initial copy will be in the 
“Omnibus” vein, followed by ads 
for specific programs. On-the-air 
promotion will play a major role 
in the drive. 

J. Walter Thompson Co. will 
handle the advertising. 


Canadian Ad Group Names 
Rimmer Head of Directors 


The Canadian Advertising Re- 
search Foundation has elected H. 
H. Rimmer, advertising manager 
of Canadian General Electric Co., 
chairman of the board of direc- 
tors, J. M. Bowman, v.p. and man- 
ager of Stewart-Bowman-Mac- 
pherson, was named vice-chair- 
man. 

The Canadian group has named 
a group to study the reorganiza- 
tion of CARF with a view to ad- 
mitting additional advertisers and 
agencies to general membership, 
similar to the present setup of the 
Advertising Research Foundation, 
New York. 


Hansen Introduces Icing 


Hansen’s Instant icing, a new 
product developed by Chr. Han- 
sen’s of Canada Ltd., Toronto, is 
being introduced through dailies 
in Ontario and western Canada. 
The campaign will be extended to 
Quebec next fall. Radio spots will 
supplement the newspaper drive. 
Aikin-McCracken, Toronto, is the 
agency. 
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Premium Promotions. Special- 
ists in Premium Coupons. 
Certificates and Catalogs. 

Trading Stamps, Collec- 


Visit Our Booth No. 62 at the 
National Pronien Saver Expo- 


tet hon 
pe Pome April 20-23 


— 


M EUREKA SPECIALTY PRINTING CO. 
567 ELECTRIC STREET, SCRANTON 9, PA 
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Seven Ways to Kill Creative Spirit 


Woolf: Why Small Ads Will Pay Off 


Creative Man Applauds Rinso Ad 


A Guide for Hiring Copy Men 


The Creative Spirit in Advertising 
And How to Kill It 


The creative spirit exists in all aspects of advertising, and is as bright as ever, Warn- 
er S. Shelly, president of N. W. Ayer & Son, maintains in this speech given before the 
Advertising Federation of America in Cleveland last week. But he outlines seven ways 
in which the creative spirit can be—and frequently is—stifled. 


By Warner S. Shelly 
President, N. W. Ayer & Son 

Would it seem strange to you if the 
American Bar Assn. held a convention 
at which many of the speakers com- 
plained that lawyers were going in for 
a lot of poorly-planned and needless 
litigation, and in general wasting a lot 
of money for their clients? 

Would you be surprised if, at a con- 
vention of the American Medical Assn., 
a lot of doctors lamented the decline of 
their profession and looked back sadly 
to the days when there really were giants 
of medicine: Pasteur, Sir William Osler, 
Hahnemann? 

Would you lift an eyebrow if the super- 
market operators or retail druggists or 
canners lifted their voices, in convention, 
to admit that they had been poor business 
men in the past year but would try to do 
better in the future? 


s You might well be startled, if any of 
those things happened. 

And yet, year after year, that is what 
advertising people do in their annual 
conventions...and in between time, too. 
We admit right out loud that some adver- 
tisements fail to do a good selling job, and 
that there is a certain amount of unethical 
advertising, and that in general a lot of 
money is being wasted for the client. We 
proclaim that there are no more giants 
like Kennedy or Ned Jordan or MacMan- 
us or J. Stirling Getchell. We confess that 
we haven’t been doing as well lately as 
we should, and we promise to be better 
advertising people in the future. 

Is this good, or bad? 

As a matter of fact, the tendency 
toward self-criticism among advertising 
people seems very healthy. The day when 
we meet merely to clap each other on the 
shoulder, to lift a friendly glass, to tell 
each other what wonderful people we are 
and what great jobs we are doing—that 
will be the day to start worrying. 

But perhaps we ought to recognize our 
publicly-confessed doubts and criticisms 
for what they are—the creative spirit at 
work, in advertising. The true creative 
spirit is never satisfied with what it has 
done. The danger, in not recognizing what 
lies behind our attitude, is that we may 
lose pride in our work. We need never do 
that, as long as we are forever trying to 
make our work better. 


Most Important Factor 
The creative spirit is the most impor- 


tant factor in advertising. Whether or not 
all of you would agree with that state- 
ment probably depends on your definition 
of creativeness. Much of what has been 
written and said on the topic deals with 
the creating of an advertising theme and 
advertising copy. It’s quite natural to 
find this emphasis on copy. The men in 
advertising who know how to handle 
ideas and words are the ones who write 
the articles. They are inclined to write 


Warner S. Shelly 


about their own field. 

But there are other fields of advertising 
work in which the creative spirit can be 
just as active and just as important: in 
radio-television programming and _ pro- 
duction, in time buying, in planning, in 
research of all types, engraving, printing, 
public relations and publicity, media se- 
lection, art, production, client service, 
outdoor advertising, billing and account- 
ing. 


s The creative spirit is at work: 

—when a radio-television program man 
shops for a panel show and comes 
up with one that doesn’t resemble 
“What’s My Line.” 

—when your TV production staff in- 
tegrates a commercial so skillfully 
with the regular program that the 
audience doesn’t feel any sharp 
break in the mood. 

—when a time buyer finds a productive 


time segment that others have 
overlooked or have been afraid to 
try. 


—when you show a client how he can 
improve his product or his distri- 
bution. 

—when you start prying into things like 
the psychogalvanometer _ before 
everybody starts talking about it. 

—when your engraving expert sits 
down with magazine people to 
work out a way to handle an “im- 
possible” four-color job. 

—when your typographer starts talk- 
ing about “painting in grays,” and 
you don’t quite understand all the 
talk about type on tone, and tone 
on tone, but you can see he’s 
worked out an eye-catching effect. 

—when Macy’s in New York devotes 
a week to a promotion worked out 
by your public relations depart- 
ment, and a lot of other stores 
throughout the country think it’s 
a swell idea too. 

—when a media selector finds that 
advertisements in magazine X can 
produce a lot of engineering re- 
cruits for one of your clients, al- 
though nobody ever used magazine 
X for that kind of recruiting in the 
past. 


hen an art director studies a com- 
petitor’s high-scoring picture-cap- 
tion layout, and then throws it 
away and produces a cartoon-cap- 
tion layout that scores even higher. 

‘hen production people find a short- 
cut that saves a couple hundred 
dollars and a week’s time in pro- 
ducing an advertisement. 

—when your client service man pokes 
around the client’s plant, and finds 
someone in a back room who knows 
a product advantage that nobody 
else has heard of. 

‘hen your outdoor advertising people 
say, “Let’s try blowing up a Koda- 
chrome to 24-sheet size for this 
campaign, instead of sticking to the 
usual drawing by an artist.” 

-when your billing and accounting 

people sweat nights working out a 
new form that nobody has asked 
for but which we all want when we 
see it. 


a 
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These are examples of the creative 
spirit at work. Of course they are only a 
few. They could be multiplied by a score, 
a hundred, a thousand. 


® If you analyzed these examples you 
wouldn't come up with any exact defini- 
tion of the creative spirit. It can’t very 
well be pinned down into a formula, be- 
cause by its nature the creative spirit 
doesn’t recognize fences or boundaries or 
formulas. Sometimes the creative spirit 
finds a new way to solve a_ problem. 
Sometimes, an old forgotten way to solve 
a problem. Now and then it pulls an en- 
tirely new idea out of the hat, and some- 
times it blends together well-known in- 
gredients and adds a slight original twist. 
The creative mind, so far as we can de- 
fine it, is an open mind. It is always look- 
ing for a way to do a job better than it is 
being done. 

How can we in advertising find and en- 
courage the creative spirit? 

Let me try to answer this in the nega- 
tive, while recognizing that some. people 
in advertising believe you should never 
use the negative approach. Let me bolster 
my courage with the reminder that people 
have, in the past, been powerfully af- 
fected by negative approaches such as: 

Don’t give up the ship. 

Never say die. 

Don’t count your 
they’re hatched. 

Don’t write—telegraph. 

Never underestimate the power of a 


chickens before 


woman. 
‘et me be negative. Instead of titling 
section: “How to Find and Encourage 
the Creative Spirit,” let me call it: “How 
to Kill the Creative Spirit.” 


Leaders Draw Followers 
Che first and best way to kill the crea- 
spirit is to follow the leader. It’s a 
rmal human tendency to follow the 
ier. In the first place, the leader seems 
-‘now where he’s going, whereas a lot 
people don’t know where they are go- 
Following the leader saves the work 
worry of making your own decisions, 
besides, there may be pitfalls and bram- 
es and traps up ahead, and if somebody 
nts to break trail—and maybe break 

neck—let him do it. 

This tendency to follow the leader 
ws up in all types of human endeavor. 


If a man writes a best-selling book about 
the sea, out will come wave on wave of 
sea stories. If a Hollywood producer 
makes a costume drama that grosses 
millions, we get a cycle of costume pic- 
tures. If an amateur show or giveaway 
show or panel show or mystery hits the 
television screen with lots of impact, 
there is a parade of imitators. 

So it is in advertising. The leaders 
draw a crowd of followers. But in the 
long run this doesn't pay off. A good new 
idea gets fine results for the first one to 
use it. The next few imitators get pretty 
fair results from it. But the other imita- 
tors get lower than average results, even 
though the original leader may still be 
doing all right with it. 


® The second way to kill the creative 
spirit is to play it safe. Once again, this 
is a natural thing to do. People like to rely 
on precedent and past experience. We in 
advertising often work for companies 
which have been in business a long time 
and have huge investments at stake. Per- 
haps a certain company might benefit by 
testing new methods of distribution, or 
new products, or new markets. But the 
play-it-safe advertising man will hesitate 
to advise such a company to experiment. 
If the experiment goes wrong, he gets 
blamed. But if no experiments are made, 
if no new courses of action are tried, 
the company may stagnate and start go- 
ing downhill. 

In the production of advertising itself, 
it is tempting to rely on methods and 
techniques which have proved their value 
in the past. This is fine up to a certain 
point. But it is worth remembering that 
times and people change. A media sched- 
ule which did well for an advertiser in 
the past may no longer be the right one. 
A copy appeal may lose its punch. Radio 
and television programming of a certain 
type, once just the thing for Product X or 
Service Y, may no longer fit a client’s 
needs, 

Here’s a small example, but a revealing 
one, from our friends at International 
Correspondence Schools. Not long ago, 
when prices were rising and getting a lot 
of publicity, one advertising headline beat 
all others in bringing productive inquiries 
to ICS. It was: Crack Down on Money 
Worries. As prices leveled out, returns 
from that appeal dropped back to more 
normal levels. Through keyed returns 
and carefully organized records, ICS can 
catch such changes as they happen. But 
in many cases, the advertiser and his 
agency will not have such keyed returns 
as a way of checking on the pulling power 
of an advertising theme. Blind reliance on 
advertising that worked well in the past 
may be dangerous in the present. The 
creative spirit finds no challenge in a rut. 


Formula Raises Question 

The third way to kill the creative spir- 
it is: Develop a formula. This is getting 
us onto rather controversial ground be- 
cause, as we all know, a number of great 
advertising men have been champions of 
one formula or another. 

What we should ask, perhaps, is this: 
Did the formula make them great adver- 
tising men, or did they, by their genius, 
make the formula seem for a time un- 
beatable? 


It seems likely that it was the man, not 
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the formula, who was great. Perhaps he 
tried a number of formulas in his early 
days, and found one which he was espe- 
cially equipped to handle well. That may 
have been fine for him, at least tempor- 
arily. But meanwhile he may have forced 
many others to mold themselves into his 
individual pattern, although the others 
might have done better with a different 
pattern or with no pattern at all. And, 
eventually, followers of a formula are 
likely to come up against changed condi- 
tions, hotter competition, too much imita- 
tion. Any of those factors can knock the 
sparkle of success off formula advertising. 

Recently I read the late Aibert D. Las- 
ker’s confession that he had been wrong 
about the place of art in advertising. Dur- 
ing the first two decades of the century, 
he skyrocketed with his reason-why 
formula. Illustrations, he thought, rated 
a very subordinate place. Then, in the 
’20s, he began realizing that he was los- 
ing business to agencies that knew how 
to use art, when indicated, as the domi- 
nant thing in an advertisement. 


® Reason-why advertising is still with us, 
and always will be. It is a tremendously 
effective way of stating the case for a 
product or service. But it is not the only 
way, and not always the best way. For 
example, it is not always the best idea 
to tell people, one, two, three, why they 
should buy a product. It may be better at 
times to go at it indirectly, and create 
advertising which will induce people to 
work out their own reasons for wanting a 
product. 

There are big, middle-size, and little 
formulas. At one time or another each 
has been hailed, by some people, as the 
complete and final answer to a parti- 
cular problem. Here are some of them: 
in television, the animated cartoon, the 
product that comes to life, the pitchman, 
the product-in-use demonstration; in 
copy, the testimonial, the money-back 
guarantee, the free offer, the continuity 
strip; in layout, the right-hand page, the 
reverse plate, the 100-point Gothic head- 
line, the bleed page, the spread. There are 
many others: the singing commercial, sex 
appeal, recipes in food advertising, the 
picture-caption technique, the fiction- 
story technique, the consumer panel, 
split-run testing. 

All these are good, when properly used. 
But none of them is a complete and final 
answer to any or all of our problems. 

Newest formula to cloak itself in glam- 
our is the use of social science techniques 
to work out effective appeals. I hope we 
will use the social sciences to the great- 


Employe Communications... 


The Missing Faces 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 

For the past few years the U. S. Cham- 
ber of Commerce has been doing a quiet 
and commendable job in carrying the 
methods of “Explaining Your Business” 
into the cities and towns of the nation. 
These seminars are built primarily to ap- 
peal to the men of management who, with 
some presumable interest in the preserva- 
tion of the American way of life they talk 
so much about, ought to want a look at 
the machinery of communication. The 
Chamber staff for each occasion organizes 
a series of conferences, led by men of ex- 
perience who lend their time and talents 
to the edification of their fellows. 


es The unfortunate part of these pow- 
wows is that those in greatest need of 
exposure to them are the least in evi- 
dence. The assignment of shaping man- 
agement policies and attitudes for em- 
ployes and public is, one would suppose, 
a top level responsibility, but you would 


est extent possible, just as I hope we will 
use any other worth while means of 
learning why and how people react. But 
we will not profit if we think that the 
social sciences have produced, or will 
produce in any near future, final answers 
to the mysteries of the human mind. Nor 
will we profit if we allow the users of 
social science techniques to tell us, sol- 
emnly and reverently, things that we al- 
ready know—such as that you can sell] 
cookies by saying that they’re like the 
ones Grandma used to bake. 

The fourth way to kill the creative 
spirit is: Favor one medium, blindly, over 
all others. 

The fifth way is: Hire people who think 
the way you do. The creative spirit 
thrives on argument, exchange of ideas, 
the sparks that fly out when differing 
viewpoints strike like flint and _ steel. 

The sixth way to kill the creative spirit 
is: Refuse to give proper responsibility, 
authority and credit to your creative 
people. Let one or two or a dozen stars 
have all the authority and take all the 
credit for your work, and the others will 
do their jobs sullenly, resentfully, without 
real life and vigor. Then, finally, there 
won't be much credit for anyone to take. 


s The seventh and final way to kill the 
creative spirit can be summed up in two 
words: Be cynical. Be cynical about the 
client, and produce work which pleases 
him without regard to whether or not it 
will do the job it ought to do. Be cynical 
about the people to whom you are adver- 
tising, look on them as a faceless mass, 
try every trick in the book to coax or 
scare or fool them. Be cynical about your- 
self. 

To be cynical is to blot out the crea- 
tive spirit completely and utterly. 


* * * 


This is the negative approach. I can 
give you the positive approach very 
quickly. It is this: 

The creative spirit is not dead in adver- 
tising. It is very much alive. It is here in 
this room. It flames brightly back in your 
offices, where writers and artists and 
plans men and media experts and all the 
others sweat and work and argue and, 
now and then, feel the tingling jolt that 
comes when you hit something new and 
good. All we need to do is to fan that 
flame. 

Advertising has in its ranks today, 
more than ever before, men and women 
of open minds, alert minds, honest minds. 
Advertising has the creative spirit. Let 
us make sure that it always does. 


of Communication 


never know it from an appraisal of the 
audiences. Instead of finding decision- 
making executives on the front row 
benches, one finds eager personnel peo- 
ple, or salesmen, or others deeply sin- 
cere in their attitude toward employe com- 
munication, but often powerless to trans- 
late personal convictions into executive 
action. When the boys get back to the of- 
fice, fired with enthusiasm and laden 
with literature, they will probably get a 
quick audience—if they get an audience 
at all—from the boss. 

One delegate to a recent conference 
remarked, with plausible bitterness, that 
on a national basis, unions spend $1.60 
per member on communication as opposed 
to 7¢ spent by management. His state- 
ment did not go unchallenged, and he 
wasn't able to name the specific source, 
but he invited his listeners to think of the 
companies they knew which didn’t spend 
a dime in conversations with employes. 
Collectively they rattled off the names of 
too many for comfort. So, while the fig- 
ures may be off key, the tune isn't. 

In the shops and other work places of 


Si Ee A As NE 


Advertising Age, June 22, 1953 


The Creative Man’‘s Corner... 
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The copy is long, concrete, detailed. 


won't have to. 


Packed with Service Information 


& Conner ates pe 


* Omonerenit 


A few weeks ago we took occasion to comment—in a way that might be 
termed unfavorably—on a Rinso ad with a split illustration showing, on onc 
side, a disconsolate, dirty little girl and, on the other, the same girl happy 


Our feeling was that the ad was completely unconvincing, that the setup 
was too obvious. At the same time, the ad did represent a radical departure 
in soap advertising—radical, however, in our opinion, without being much of 
an improvement in terms of conviction. 

As much as we criticized that particular ad, we should like to laud this 
one, in the same series. This, too, is radical in its departure—but, at the same 
time, unassailable in its conviction and packed with service information. We 


to bottom but will clip the ad for continuous reference and even hang it up 
in the kitchen or laundry for its very attractiveness. 

Giving specific instructions cn how to remove 12 common stains from fab- 
rics, the ad has the very great virtue of causing you to question the effective- 
ness of any other product in the formulae provided—and the minute you do 
this, you admit to yourself the unique qualities of Rinso. 


quite certain it would make a highly profitable mail order ad. So profitable, ‘ 
that grocers across the country might boycott the product. Fortunately, they 


In our opinion, this is the best ad that 1953 has so far seen. 
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this country, there is a low, grinding dis- 
content, and the sounds of impatience 
are increasing in vigor and in rythm. The 
working man glances uneasily at the 
black type of his tabloid and asks: ‘“‘What’s 
all this stuff about more taxes, and about 
how things are looking tougher? What's 
happening to the good times we had a 
year ago? And why has the boss sudden- 
ly clammed up?—he isn’t as cozy with 
the conversation as he was before the 
election.” 

The missing faces of communication 


could be doing something about all this, 
and they should. If they cannot act col- 
lectively, they can act individually; in 
certain plants of the nation the crisis is 
mounting, and it won’t be resolved by 
industrial leaders with nothing to say. 

This is why the councils of the U. S. 
Chamber are important, and why they 
need support. To the commentator who 
says: “Why support them?—all they do 
is to tell how to get behind business,” 
the answer is: “Isn’t it about time some- 
body did?” 


Mail Order and Direct Mail Clinic... 


Some ‘Rules for 


By Whitt Northmore Schultz 
(Mr. Schultz conducts a mail order 
business in Highland Park, Ill.) 

A SPECIAL MEMO TO SPACE REPRESENTA- 
TIVES WHO CALL ON FIRMS THAT SELL BY 
MAIL: 

A young, ambitious, shelter book space 
representative courteously cornered me 
at a party the other evening and asked 
my counsel on some rules of conduct and 


Space Salesmen 


sales techniques a representative should 
use. 

I thought a while and remembered the 
scores of space salesmen who have called 
on us, 


® One salesman stands out far above the 
others. His name is Bill. 

The “rules” Bill follows, I believe, are 
sound, simple and profitable. They’re 
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composed of courtesy, thoughtfulness, 
tact, steady followups, knowledge of the 
use of effective direct mail, a wide knowl- 
edge of his book, and a sincere interest 
in the space buyer’s problems and the 
mail order firm’s products. 

Bill diligently studies his prospects’ 
lines. Then he prepares a solid and spe- 
cific presentation showing how his book 
can move more merchandise by mail. 

After Bill has the facts, he writes a 
friendly letter to his prospect, always 
using his full name and title, by the way. 

This letter is jammed with reader bene- 
fit appeal. It’s packed with my-book-can- 
help - you - build- new - sales -and-here’s - 
concretely-how facts. 


s Bill’s letters are highlighted with cir- 
culation information, and readership facts 
always interestingly told. He also cleverly 
brings in testimonials which come from 
the reader’s good competitors. 

Bill’s letters end on a positive note: 
“When may I visit your headquarters to 
show you how our book can help you 
build new sales?” 

Shortly after the letter is received, Bill 
phones for an appointment. He speaks 
only to the top brass—the men, in this 
case, who authorize ad budgets and media 
to be used. Bill always gets his appoint- 
ments. 

Bill shows up on time, well briefed on 
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the company he’s calling on. He’s also 
confidently informed about the man he'll 
meet. 

After a friendly greeting, Bill gets 
right down to work, realizing his pros- 
pect’s time is limited and valuable. In 15 
minutes—no more—he graphically and 
dramatically shows what his book can 
do, and what it has done, supported by 
hard-hitting testimonials. 


® His sales pitch compactly given, Bill 
graciously thanks his prospect. He leaves 
two of the current issues—one for the 
prospect’s office and one for the prospect 
to take home. Rate and readership data 
are neatly and inconspicuously placed 
deep inside the pages of the two maga- 
zines. 

When Bill gets back to his office, he 
immediately dictates a followup letter 
to his prospect, thanking him for the time 
and summarizing what was said at the 
meeting. 

Later on Bill drops by for a cordial 
call and he leaves more sales ammunition, 
followed by more letters—always with 
reader benefit spotlighted. 

Bill is one of the best and most success- 
ful space salesmen I know. He does his 
selling job completely. Space orders al- 
ways follow. 

I know, for we’ve spent thousands in 
his magazine, and with good results, too! 


Five Reasons Why Small Ads 
Will Pay Off for You 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

On my desk is a letter from a merchant 
in New York state who finds himself in 
this dilemma: He cannot see how he can 
afford what he calls a “real campaign” 
of advertising. 

His letter to me was 
inspired by an article 
of mine, which ap- 
peared some time ago 
in this column, in 
which I asserted that 
many successful enter- 
prises had been helped 
by small-space adver- 
tising. 

This retailer deals in 
equipment for tennis, 
golf, badminton, swimming, archery, skat- 
ing, baseball, football, basketball, skiing, 
and hockey. 

Don't stop reading here because you 
deal in an entirely different kind of mer- 
chandise. If yours is a relatively small 
local business, you may also be wonder- 
ing if your budget permits the cost of an 
advertising program. 

Here, in part, is the letter from my cor- 
respondent: 

“We have never done much advertising, 
feeling we could not afford a real cam- 
paign. However, after reading your articie 
my mind is changing. Perhaps we should 
embark on a consistent campaign of local 
advertising, even though it is small. 

“How effective do you think one inch a 
week would be? Three inches? Five inch- 
es? One other point. It has always been 
our contention that the ad space would 
almost be wasted during one of the slow 
off-season periods, as against using it to 
real advantage during the heavy seasons. 
What do you think? 

“As you can see, my knowledge of ad- 
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vertising is next to nothing, but I would 
like to learn. If you can possibly spare 
the time, we would very much like to 
hear from you and learn from you.” 


Advertising Has Several Objectives 

I have always maintained that the pri- 
mary objective of advertising is that of 
making sales. But immediate sales—in- 
creased sales on the very day an adver- 
tisement appears, or on the following day 
—is not the sole objective of advertising 
and not necessarily of first importance. 
Consistent advertising can do several 
things for you, as follows: 

1. It can keep the public alerted to the 
fact that your store is headquarters for 
certain categories of merchandise. For ex- 
ample, in my town, Santa Fe, there is a 
firm—the Hovey Concrete Products Co.— 
which runs a one-inch single-column ad 
every day in our local newspaper. Last 
week I had occasion to buy about $100 
worth of concrete blocks for a patio wall, 
but I hadn’t the faintest idea where to 
go for them. I had never before bought 
concrete building blocks. Then, suddenly 
I remembered recalling the Hovey ads, 
which had been running for about two 
years. I reached for the phone—and Ho- 
vey had a sale. 

2. Advertising—even though the ads are 
small—can, over a period of time, build 
prestige for your store. The mere fact 
that the public knows about your store 
contributes to its confidence in your pro- 
gressiveness and integrity. It is a fact 
that in elections people vote for this or 
that candidate merely because they have 
heard of him. There is a direct relation- 
ship between your volume of sales and 
the extent to which the public is familiar 
with your place of business. 

3. Advertising, aside from the matter 
of immediate sales, can contribute to your 
reputation as a modern, up-to-date, on- 
its-toes type of store. New, improved items 
of merchandise are coming out all the 
time. Right now I'll wager that my New 


York correspondent is just receiving ship- 
ments of some brand articles that are 
new to his town. He'll be smart if he fea- 
tures each of these new items in local 
newspaper ads—even though these ads are 
a couple of inches in size. Immediate sales 
do not matter; what matters is acquiring 
a reputation of being “the fustest with 
the ..cwest.” 

‘. Your local newspapers are likely to 
five you a publicity break now and then, 
\.1en a suitable opportunity presents it- 
'f, even though you are a small adver- 
tiser, Whether you agree with it or not, 
miost newspapers feel it is something of a 

e duty for retailers and other local 
advertisers to support them. It isn’t entire- 

a matter of how much you spend, 

ther. 

). Finally, there is the important objec- 
tive of immediate sales. Maybe your lit- 
tle ads won't make many of them, but 
those they do make are a plus. 


Se 


Advertise Consistently Year Around 

My correspondent believes there is a 
real advantage in stepping up his adver- 
tising during the heavy months. There is 
merit to this policy—but don’t overdo it. 
It is a mistake to let the people forget 
you during the light months—and this is 
a mistake that is all too common. “Keep- 
ing everlastingly at it’—in fair weather 
and foul—is the secret of advertising suc- 
cess. 


Besides—with the exception of such 
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special events as Christmas—most busi- 
nesses are not a seasonal operation. Sure 
enough, there is not much demand for, 
say, electric fans in the dead of winter— 
but to keep alive poeple must buy and 
consume merchandise the year ‘round. For 
example, they drive automobiles all year 
long; from January to December they need 
the services of drycleaners and laundries; 
building supplies are not heavily season- 
al; painting supplies have a_ substantial 
winter market; restaurants have a 12- 
month advertising opportunity—people 
have to eat; television and radio sets are 
positively not winter products; and peo- 
ple must clothe themselves the year 
around—unless they live in nudist col- 
onies. 

As for sporting goods, the subject of 
my correspondent’s letter, I think he sets 
too much store by his so-called “heavy 
months.” Fishing and golf are seasonal 
most places, to be sure, but football is an 
autumn activity, and skiing and skating 
and hockey are winter sports. Hunting 
begins in the early spring and goes on into 
late November. He has some peak months, 
of course, but I think he can do a lot for 
himself in what he thinks of as his “off 
months.” 

Summing up, a little advertising—pro- 
vided it is carried on as a consistent pro- 
gram—is far, far, FAR better than none at 
all. Try it—and stay with it for at least 
two years. A shorter period is not a fair 
test. 


Milestone for ‘American Forum’ 


Sunday, June 7, marked the 25th anni- 
versary of Theodore Granik’s “American 
Forum of the Air” (2:30 to 3 p.m., NBC 
radio and TV). This veteran of the air 
waves has stood up well over the years. 
Seen, as well as heard, it gains in inter- 
est—chiefly because of the personalities 
involved. Its usually calm, penetrating 
investigation of questions of the day re- 
mains, however, its basic interest. 

For some reason—perhaps the absence 
of Martha Rountree—the “American For- 
um” seems to have more scope and dig- 
nity than “Meet the Press” (which is not 
meant in the least to detract from that ex- 
cellent program). It seems more scholar- 
ly in its approach, less journalistic. While 
a number of its political participants use 
the occasion to press the views of their 
particular party, in general the questions 
asked seem aimed more at a clarification 
of the issue involved than at shock, sen- 
sationalism or embarrassment of the 
speaker. Reporters on most discussion 
programs seem constantly motivated by 
what is probably a deeply ingrown urge 
to make headlines. They keep sicking the 
man on the dog. 


a The “American Forum” has differed 
from “America’s Town Meeting of the 
Air” in a similar respect. While its dis- 
cussion can become very intense, it never 
ceems to get to the name-calling stage— 
which has happened occasionally on 
‘Town Meeting.”’ By its very nature, of 
course, the “Town Meeting” program is 
like a publie gathering, at which the mod- 
erator himself has occasionally to shout in 
order to quell a nascent riot. Like “Meet 
the Press,” “America’s Town Meeting of 
the Air’ has been one of this reviewer's 
particular enthusiasms—and certainly one 
of the more distinguished discussion pro- 
Nevertheless, the differences 
smong these three programs are marked 

and, because of those differences, each 
of the programs has its own particular ap- 
peal that successfully avoids its duplicat- 


grams. 


VETERAN—Here is Theodore Granik, whose 
“American Forum of the Air” marked its 
25th anniversary June 7. 


ing in any way the appeal of the other 
two. 

Many well-meaning people deplore the 
fact that there aren’t more programs of 
this type—and that those which are pre- 
sented do not attract wider audiences. If 
the daily radio and TV fare consisted 
solely of discussion programs, however, it 
would be enormously dull. As for at- 
tracting wider audiences, it is this re- 
viewer’s opinion that if the country con- 
sisted entirely of intellectuals, it would 
be in even a greater mess than it is now. 
Intellectuals, with their ability to weigh 
the many sides of a question, are like the 
yeast in the dough. But it’s the dough, 
after all, that makes the bread—no matter 
how slowly it rises. 

The “American Forum of the Air’— 
after 25 years—must be cited as one of our 
foremost leavening agents. It is this re- 
viewer’s hope that he'll still be around 
to see and listen to its stimulating pro- 
grams when it celebrates its 50th anni- 
versary. 
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Airin’ 


Go Bra 


Connoisseurs of ads delight 


In the lass who spent last night 
Dreaming of the part she played 
With her curvesome chest displayed; 

While the crowd cast avid glances 
At pectoral protuberances, 
Shielded from their vulgar staring 
By the harness she was wearing. 


I recall when woman’s breast 

Was a tender place of rest 

For a baby’s weary head... 

Now it has become, instead, 
Symbol of the distaff graces 
To be flaunted in our faces, 
Squeezed to shapes unprecedented 
And synthetically augmented. 


I’m no psychiatrist wise 
To attempt to analyze, 
Like a chemist with his prism, 
Female exhibitionism; 
Nor condemn by inferences 
Mammillary opulences, 
Though their biologic use is 
Nourishment for small papooses. 


Yet I can not help but feel 
Women had more sex appeal 
When they hid beneath their capes 
Gear that falsified their shapes. 
Time to end our veneration 
Of this glandular inflation 
Ere these buxom babes coquettish 
Make their busts a national fetish! 
—GArRTH BENTLEY, 
The Seng Co., Chicago. 


Almost Any Copywriter Can Write 


A new guide for hiring agency copy men has been uncovered by “Torch,” 
organ of the Milwaukee Advertising Club. This report appeared in the 


May issue of the publication. 


By John Taplin 
Copywriter, Andrews Advertising 
Agency, Milwaukee 


The problem of obtaining top quality 
copywriters is one which perpetually 
haunts almost every account executive, 
taking up much of his time, and thereby 
detracting from the creative hours he is 
able to devote to his accounts. In a con- 
scientious effort to ease this growing and 
irksome condition, ‘“‘Torch” has gone to 
considerable trouble over the last six 
months in conducting an unbiased, con- 
fidential survey among 7,348 account 
executives and 17,291 copywriters across 
the nation. 

In completing the survey, more than 
28,000 individual questionnaires were 
mailed out; a total of 51 full and part- 
time research technicians were employed 
by “Torch,” sorme in making personal 
visits to bona fide agencies in 47 states, 
others in tabulating the results of the 
survey. 

“Torch” now proudly presents the 
complete, checked answer to the problem 
confronting AEs. Our staff found that 
97% of account men surveyed were pri- 
marily interested in whether copywriter 
job applicants were able to write. “But, 
can he write?” was the painful question 
asked over and over of our technicians. 
Of course, this is a legitimate question, 
but the over-all results of the survey in- 
dicate that it is not necessarily so critical 
a point as many AEs would think. 


8 The best method found by “Torch” for 
presenting results of the survey was the 
categorical form which follows. Eighty- 
eight per cent of all copywriter types are 
included in the groups shown below; all 
are good writers, but the respective dis- 
advantages are highlighted as guides to 
AEs on the lookout for better and better 
copy material. “Torch” suggests that these 
individual categories can be cut out and 
pasted on small file cards for covert re- 
ferral during hiring interviews. This will 
enable the AE to spot his man every time, 
so that he knows exactly what he has to 
contend with in the future. 


“Hired killer” type—This man has a 
congenitally destructive nature...can 
take a good product story and mutilate 
it in no time at all... will become a defi- 
nite problem about 60 days after you hire 
him because he’s erratic; he writes de- 
cently most of the time...then slips a 
murderous one through when you're not 
looking. His copy average is good, but 
add the cost of losing from four to six 
clients annually to his salary when you 
consider him, 

“Mercenary” type—Don’t be fooled by 
this man’s initial salary requirements; no 
matter how high, he’ll be back soon for 
more of the long green. More grievous 
is the man who needs only a small in- 
come...wants “opportunity”; after he 
has packed away most of your profes- 
sional secrets, he appears in your office 
one day with a jovial, “Well, I’m leaving 
in two weeks to gc over to Hamm & Riye, 
your biggest competitor...offered me 
twice the money!” All you can do is con- 
gratulate him and laugh weakly... he’s 
enjoying it. 


s “Cassius” type—Not necessarily lean 
and hungry-looking, this one can be ex- 
tremely dangerous. Identifiable by incon- 
spicuous presence whenever shaky or 
drifting accounts are discussed in the 
office. Usually has large, trumpet-like 
ears. This man doesn’t hate you... just 
regards you as peasant... plaything... 
rung on his “ladder.” 

“Lushwell” type—This man can _ be 
identified by his semi-Cockney conver- 
sation to avoid huffing his breath at you. 
He writes his best copy between 10 and 11 
a.m....can be counted on for work only 
Tuesday through Friday noon. At the 
start, he’s casual about salary...says, 
“Oh, I live with my folks, and I don’t eat 
very much; ha! ha!”...That’s probably 
true, but he’ll need more money soon to 
buy more of what takes the place of food. 

“I'll do anything” type—Beware of this 
one...when he says he'll do anything, 
he means it! Go easy, unless your ac- 
counts are nailed down on long-term 
contracts; “I'll do anything” means to 


et a head in the world, even if it’s yours. 

“Ph.D.” type—This one is an authori- 

arian on everything from grammar to 
logans... will work out well in the long 
run if you can stay away from the men 
in the white coats wnile you’re training 
him to fit your operation. 

“Charity begins at home” type—lInside 
of 72 hours after this man starts on your 
ce staff he’s back to see you with, “Say, 
© man, we really need another writer 
' re, and my brother-in-law just happens 

be available...how much can you 
pay him?” 

“It’s later than you think” type—You 
»lready have one or two of these in your 
organization, so it won’t necessarily pay 
to get any more. This one hovers near 
the office door from 4 p.m. on... flits 
through at 4:05 if nobody’s watching. 
Comes in in the morning the same way 
after checking his hat and coat with the 
elevator boy to avoid trouble. These are 
the ones who frequently report the time 
clock is out of order. 

“Ladies’ man type—He delights him- 
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self and bores you with tales of his prow- 
ess with females of the opposite sex... 
fairly harmless except for the fact he 
annoys the girls in the office to the point 
of distraction. You may be able to cure 
this one by taking him out on the town 
for a really lively evening... he’ll prob- 
ably run for cover when the chips are 
down, and then you’ve got him. 


“Constitutional psychepath” type—This 
one is given to all sorts of buffoonery, 
both in and out of the office... usually 
volunteers to write humor stories for 
“Torch.” Check with his family physician 
for possible history of mental illness 
before hiring. 

The above categories should give every 
AE a sound basis from which to judge 
the capabilities, favorable and otherwise, 
of the 88% of copywriters who can write. 
It therefore becomes easy to see why the 
question of whether the copywriter can 
write may not necessarily be the most 
important one. Of the remaining 12%, 
none can write, but all are excellent, 
loyal, clean-cut employes. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising who was at one 
time advertising manager of Mar- 
shall Field & Co.) 

Reproduced here is a full-color ad I 
plucked from a large city paper a few 
days ago. It was run as a local ad, but 
of course it’s a factory creation. 

This pen at $1.29 claims features that 
make it appear to be a much better job 
than the heavily advertised $1.69 pen 
that is currently popular. 

You should see the big ink cartridge of 
this Eversharp. It’s big and fat and 
transparent! You can see the ink supply 
...to the last drop. 

I had two of the $1.69 pens in my 
pocket in this city of the colored ad. 
They sometimes eject the point and 
stain my pocket if I am careless and 
depress the cap as I place the pen in my 
pocket. 

The new pen can’t do that. To use 
the clip, you automatically retract the 
point. 

The plastic barrels of this new pen 
must retain their smoothness and color. 
The metallic top-halves of the champ 
of the hour look awful after a few weeks 
of wear. 


# Where did I learn these good things 
about the new pen at $1.29? From this 
full-color ad? No. I learned them from 
the dealer. He sold me the pen with his 
words, not the ad’s. After he made me 
enthusiastic over the new pen he told 
me of the full-color ad. It had run 36 
hours earlier. I looked it up. Here it is. 

But where is the sell? Where are the 
details? Where is the graphic, inescap- 
able presentation that a tough-minded, 
experienced salesman would provide? 

The merchant told me this expensive 
ad had not pulled appreciably. “But the 
day was rainy,” he added. He’s in a 
downtown arcade. People can walk a 
block indoors past his store on a rainy 
day! A rainy day shouldn’t have hurt 
this ad much, for an item in such elastic 
demand. 

This ad mentions a “revolutionary 
KEC 54 cartridge,” but what that means 
is kept a secret. If they didn’t think the 
reader would be interested in hearing 
about it, why did they bring it up? 

They mention the “secret Kimberly 
formula” that insures six “advantages.” 
But they don’t enlarge on it or them. 
And how a “formula” insures “visible 
ink supply” is more than mysterious. 
Brilliant students of advertising have 
pretty well established that if you want 
the people to buy—you must make them 
believe. There are well established, 
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ne twistdanad 
cleanly isolated principles of persuasion 
that help earry conviction. They are not 
used here. 

There is no invitation to come see and 
try these pens, no urge to buy, or to 
use the coupon. This is a fancy but lazy 
ad, according to standards I have come 
to believe in. 


® The three basic functions of our lan- 
guage are to make statements, weigh or 
present values (in every sense, not in 
terms of money alone), and to control 
or influence behavior. I believe adver- 
tising is intended to do the last. 

The making of statements is passive. 
That’s what this ad does. There may be 
some attempt to establish, weigh, or 
present value. In a competitive field 
against a well established leader, that 
should be done powerfully. There is 
no attempt to control or influence be- 
havior, which is advertising’s prime job. 

A great deal of retail advertising to- 
day is dominated by merchants, buyers, 
who do not understand selling. A great 
deal of national advertising is dominated 
by publicity people and artists who 
could sell lots more if they were bent on 
selling. Much advertising is dominated 
by executives and clients who believe 
the act of advertising is advertising. 
There is almost always a reason or a 
whole set of reasons for an ad’s not do- 
ing what it ought to. I get letters telling 
me those reasons. 

But unfortunately, each person to 
whom the ad is directed in a medium, 
does not get such a letter with the ad. 
He must be activated by the ad—or not 
be activated. 
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Advertising Age, June 22, 1953 


Pulse Network TV Ratings 
In 31 Markets, May 1-7, 1953 


i- | Red Buttons (General Foods, NBC) ....... 32.2 
Multi Weekly Shows Our Miss Brooks (General Foods, CBS) ....31.4 
I Love Lucy (Philip Morris, CBS) ...... 53.8 | Burns & Allen (Carnation, CBS) .......... 31.0 
Groucho Marx (DeSoto-Plymouth, NBC) ....43.3 
Colgate Comedy Hour (NBC) ............ 15 Once-a-Week Shows 
Dragnet (Chesterfield, NBC) ............ 1.4 
Godfrey's Talent Scouts (Lipton, CBS) ....38.4| Howdy Doody (Several sponsors, NBC) ....16.9) 
Jackie Gleason (Several sponsors, CBS) ....38.2| Camel News Caravan (NBC) ............ | 
Texaco Star Theater (NBC) .............. 38.1| Kate Smith (Several sponsors, NBC) ...... 13.5 
ooee & His Friends (Several sponsors, Perry Como (Chesterfield, CBS) .......... 13.4 
Ded beukess CAEU SERED s eedwas.s cee 3) Dinah Shore (Chevrolet, NBC) ............13. 
by 2 * of Shows (Several sponsors, Captain Video (General Foods, Du Mont) ...12.8 
Tne wi eks Wate aves a 646 paves 4 ate 36.6 | Strike It Rich (Colgate, CBS) ..........11. 
What's My Line (Stopette, CBS) ........ 33.3| CBS-TV News (Oldsmobile, oe Mall, CBS) 10.4 
TV Playhouse (Philco, NBC) ............ 32.8 | Eddie Fisher (Coca-Cola, NBC) .......... 10.2 
Fireside Theater (P&G, NBC) 32.6! Search For Tomorrow (P&G, CBS) ........ 10.2 


Trendex TV Ratings 


June 1-7, 1953 | 


Multi-Station TV Cities 


| Love Lucy (Philip Morris, CBS).......... er | ee Oe asain ndncariune 33.0, 
Talent Scouts (Lipton, CBS, Garry |What's My Line (Stopette, CBS) ........ 29.4 | 
Moore for Godfrey) ............ccccceseceeeees 40.8 Strike It Rich (Colgate, CBS) .............. 28.5 | 
Red Buttons (General Foods, CBS)........ 40.3 Suspense (Auto-Lite, CBS)... .27.2 
Dragnet (Chesterfield, NBC) ................ 36.3 Colgate Comedy Hour (NBC) ................ 27.1 
Godfrey & His Friends (Chesterfield, Groucho Marx (DeSoto-Plymouth, 
Toni, Pillsbury, CBS) Vagabonds FR) cansnsmasntinianeiaaaian 25.6 


the New Force in 
Product Merchandising 


Includes census of vending equipment... 
production and unit sales totals in three- 
year comparison . detailed data on 
methods of selling. 


AbD 


Ask for your FREE copy of the 16-page Market Data Booklet 


VEND —@ 188 Randolph Tower Bldg. Chicago 1, Ill. 


Parker to Push New 


Electro-Polished Pen 
Points in Fall Drive 


JANESVILLE, WISs., June 16—This 
fall Parker Pen Co. will put $400,- 
000 behind a five-week campaign 
to publicise a new feat »e—elec- 
tro-polished points. 

Full-page color ads will run in'| 


The American Weel’), Country 
Something new 4 
that’s hard to believe | Sige | 
Pe 2 oa , 
Pee thet te lone fee cnet te cremation Ween Me pat Ber dee (ee tent 
Keren cha tomeccencete the Saat OOM Poem cate eure ———_- 


te cermechattn ome Camenatp 0 tas onal Wee Mit. WES em om 


Gentleman, Life, Look, 


Newsweek, 
The Saturday Evening Post and in 
independent rotogravure newspa- 
per sections. In addition, insertions 


are scheduled in 168 college 
papers, four scholastic 
and Scholastic Roto. 
Parker says its new pen points | 
are smoother than any other. The 
method of smoothing them—sup- 
posedly more efficient than grind- 
ing and burnishing— is to dip them 
in a chemical solution and elec- 
trically charge the bath. This pro- 
cess “removes minute slivers of | 
metal and rough edges left when 
points are finished in the usual 


news- 
magazines 


| way.” ~ | 


45 


Copy will demonstrate the pen) Corp., Chicago, has been appointed 
point’s smoothness by pointing out to the contact department of Tem- 
that it will write even when the Po Inc., Chicago advertising art 
pen is suspended by a fine-hair — He eH handle ne 
thread and pulled across the paper. ©2@naising and sales promotion 

J. Walter Thompson Co., Chica- | services for new accounts. 


go, is the agency. Morton Radio-TV Moves 


Morton Television Productions 
Tempo Inc. Names Poister Inc. and Morton Radio Productions 


John J. Poister, previously in Inc., Chicago, have moved to larg- 
sales promotion with Zenith Radio| er quarters at 64 E. Lake St. 


The finest automobile is fine to 


the last detail of finish. It’s the 
same with national advertising. 
The finest national advertise- 
ments express their quality 
through the subtle detail of fine 
photoengraving. We serve per- 


fectionists of quality. 


COLLINS, MILLER & HUTCHINGS, INC. 


207 NORTH MICHIGAN AVENUE, 
CHICAGO 1 


Prwaricate tintat P heteoug having Flat 


FREE! 


.. every advertising man , 


t | 


should have one! ¢ 


Copywriters .. . account executives . . 
advertising managers — this is the book that will help 


you produce better TV commercials. And it’s yours for the asking. 


“How to Increase the Effectiveness of Television 
Commercials” 
and NBC. It’s based on the actual trial and error experiences 
of national advertisers. . 
tested commercial principles to sell more goods with your 
television dollars.* 


But don’t delay — the supply is necessarily limited. 
Send this coupon for your free copy today. 


f 


a service of the Radio Corporation of America © 
Ne bs yy 


has been prepared by the Schwerin Research Company 


. tells you, for the first time, how to use 


% 
Just some of the 
subjects covered: 


Correlating Audio 
& Video. 


Enhancing Sensory 
Impressions. 
Gaining Viewer’s 
Sympathy. 
Simplifying the 
Commercial. 


John Porter, NBC, 
30 Rockefeller Plaza, New York 


Please send me a copy of “How to Increase the 
Effectiveness of Television Commercials.” 
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44 Awards Given to Business Publications 
in ‘IM’ Competition for Editorial Merit 


Cuicaco, June 19—A jury of 23 
Pittsburgh advertising, marketing 
and industrial buying executives 
has awarded 44 plaques and cer- 
tificates to business papers and 
their editors in Industrial Market- 
ing’s 15th annual competition for 
editorial excellence. 

Winning entries in the competi- 
tion, which attracted more than 


500 entries, will be on display in| 
the Industrial Marketing suite at award to Hotel Management. Cer-| 


Monthly and GP (General Prac-| 


tice). 

Best single article: First award 
to Aero Digest. Certificates to New 
York Certified Public Accountant 
and GP. 

Best single issue: First award 
to Hotel Management. Certificates 
to Office Executive and Progres- 
sive Architecture. 

Best graphic presentation: First 


SAY WHAT YOu FEEL: 


-* 


OCCASIONS. 
BOO A 


au % 


none finer to receive. 
m, iv 7 


the William Penn Hotel, Pitts- tificates to Interiors and Progres-| 


burgh, June 21-25, during the an- 
nual conference of the National 
Industrial Advertisers Assn. 

The winners: 


= Industrial Papers—Best 
of articles: First award to Iron 
Age. Certificates to Machine De- 
sign and Architectural Record. 

Best single article: First award 
to Power. Certificates (2) to Arch- 
itectural Record. 

Best single issue: First award to 
Machine Design. Certificates to 
Architectural Forum and Electri- 
cal Construction & Maintenance. 

Best graphic presentation: First 
award to House & Home. Certifi- 
cates to Machine Design and Arch- 
itectural Record. 

Best original 


research: First 


award to Electric Light & Power.| 


Certificates to Machine Design and 
Oil & Gas Journal. 


® Merchandising, Trade and Ex- 
port Papers—Best series of arti- 
cles: First award to Jewelers’ 
Circular-Keystone. Certificates to 
National Petroleum News and 
Luggage & Leather Goods. 

Best single article: First award 
to Hosiery & Underwear Review. 
Certificates to American Restaur- 
ant Magazine and Cosmetics & 
Toiletries. 

Best single issue: First award 
to Electrical Merchandising. Cer- 
tificates to The Wallpaper Maga- 
zine and Stores. 

Best graphic presentation: First 
award to Jewelry Magazine. Cer- 
tificates to Spot and Sugar. 

Best original research: First 
award to Domestic Engineering. 
Certificates to Petroleo Interamer- 
icano and Cosmetics & Toiletries. 


= Class, Institutional and Profes- 
sional Papers—Best series of arti- 
cles: First award to Modern Beau- 
ty Shop. Certificates to Hotel 


PIONEER ~ 
Balloons 


os ae 


Appliances 


SN 


© swell sales in sagging I 
jaan 


areas 

@ give droopin 
products a lift 

®@ boost dealer and dis- 


tributor enthusiasm 
everywhere 


Because Balloons... 
® are inexpensive, easy to use 
@ have real toy value as premiums 


® carrying printed advertis- 
ing far and wide 


For samples, ideas, imprint and 
low cost information —write 
NOW to Ad Service Depart- <7 os 
ment The PIONEER Rub- (© Guororteed b 
ber Company, 408 Tiffin 

Road, Willard, Obto 


series | 


|Black & Webster to Loudon 


sive Architecture. 

| Best original research: First 
award to Interiors. Certificate to 
Marine Corps Gazette. 


Black & Webster Inc., Newton, 
Mass., manufacturer of electrody- 
namic production tools, has ap- 
pointed Henry A. Loudon Adver- 
tising, Boston, to direct its adver- 
tising. 


| ACTUAL SAMPLES—Thiis 11x28” car card, 


| 


greeting cards made ., Munson Masterpieces, Babylon, L. |., 
was used to introduce the company’s product into the New 


ame 4 


if 


es 


bearing two sample 


aa aoe 


Advertising Age, June 22, 1953 


York market. Placed in public transit lines in the metropolitan 
area, the poster emphasizes the cost of the Munson greeting 
cards as well as the company trademark. 


| 
DRO Boosts Insecticides 
| DRO Inc., maker of insecticides 


-and moth preventatives, has em-_| 


‘barked on its largest promotion 


_using newspapers exclusively. In-| 
sertions will be on a weekly basis_ 


from June through October. Ken- 


-neth Rader Co., New York, is the 


| agency. 


Coast Kling Studios Expands 

| Kling Studios, Chicago, will 
build a new studio at Hollywood, 
Cal., housing sound stages, offices 
and other production facilities. Lee 
R. Blevins will remain in charge 
of Kling film activities in Holly- 
wood, and offices will still be 
maintained at 6650 Sunset Blvd. 


Consolidated Boosts Gedney 


Richard H. Gedney, an account 
executive with Consolidated Tele- 
vision Sales, New York, for a year, 
has been named midwestern 
branch manager for the TV dis- 
tributor. He succeeds Stuart V. 
Dawson, who has resigned to 
move to the West Coast. 


| 


| 
| 


| 
| 


Better Living is America’s self-service magazine. 


will buy this issue in more than 9,000 


superma rkets from coast to coast. 


Women buy Better Living because it is helping 
them do things for themselves— 


every day of their lives. 


the cover of the July Better Living. 


More than 2,300,000 women 


are looking at 
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MR. PEEPERS DINES OUT 
FOAM TO FINISH-NEW HAIRDO 
SQUARE MEALS FOR SUMMER 
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Advertising Pages and Linage in National Magazines 


June 22, 


1953 


Official Figures for May and Year-to-Date as Compiled by Pu blishers Information Bureau 


Weeklies, Bi-Weeklies, Semi-Monthlies 


~ «2 enn 
t*Christian Advocate 
gg SE ee ere 


RE et Sbs cag cise a eweenawas 
DD i i Sadvcacceucreess 
Rr ere 
\||*Presbyterian Life .......... 
A Pee 
Saturday Evening Post ......... 
*Saturday Review ........ 

re 
a EP Perret Peer rer 
U. S. News & World Report .... 


i. rere rr re rere 


tFour issues in May 1953; five issues in May 1952. 


Publications with an * report directly to ADVERTISING AGE 


——__—_—_—_———- Pages r Lines 

May May Jan.-May Jan.-May May May Jan.-May Jan. -May 

1953 1952 1953 1952 1953 1952 1953 1952 
5.0 3.9 34.3 27.6 11,228 8,690 76,859 62,047 
16.7 22.4 106.2 131.3 6,910 9,292 43,927 54,366 
153.5 168.0 546.6 657.5 104,330 114,199 371,545 446,981 
95.9 101.4 388.8 406.9 41,140 43,456 166,729 174,528 
18.3 11.9 98.3 81.3 18,311 12,539 98,254 85,377 
430.9 369.2 1,736.7 1,578.8 292,894 251,037 1,180,393 1,073,404 
124.5 122.6 539.7 564.2 84,648 83,311 366,851 383,584 
419.3 419.3 1,572.8 1,591.5 179,587 179,703 673,921 682,064 
274.4 277.4 1,229.9 1,286.3 115,105 116,342 515,896 539,578 
19.7 12.3 102.2 72.6 8,266 5,172 42,899 30,528 
240 —— 167.0 — — — se SS 
497.4 469.8 1,846.0 1,862.1 338,114 319,330 1,254,880 1,265,799 
69.0 62.1 351.3 328.4 28,991 26,062 147,561 137,900 
25.0 23.9 121.7 135.3 27,126 25,903 132,144 146,780 
328.4 325.0 1,542.1 1,526.9 137,216 136,444 646,514 641,083 
267.0 2146 1,077.7 936.1 112,080 90,058 452,303 392,882 
2,745.0 2,603.8 11,294.3 11,186.8 1,505,946 1,421,538 6.170.676 6,116,901 


{Five issues in May 1953; four issues in May 1952. 


May 1953; two issues in May 1952. #Not included in totals. §Only full-page units accepted. 


Women’s 


Three issues in 


AMOIEE FON occccccccccces 18.3 15.5 98.0 76.9 7,830 6,624 42,034 32,993 
a ere 43.8 47.0 198.2 195.1 18,804 20,124 84,982 83,553 
rr 41.0 40.2 222.4 198.7 17,575 17,258 95,365 85,171 
oo 72.1 70.8 329.5 314.9 30,948 30,365 141,317 134,941 
Good Housekeeping ............ 154.3 148.4 631.7 631.2 66,052 63,463 270,390 270,255 
*Holland’s Magazine ........... 21.7 19.0 88.4 97.8 9,325 8,157 37,921 41,954 
SP eae 50.4 50.1 229.6 227.9 21,592 21,469 98,425 97,544 
Ladies’ Home Journal .......... 1113 119.9 484.4 501.2 75,695 81,478 329,347 340,828 
McCall’s Magazine ............. 78.5 78.0 357.3 379.9 53,334 52,977 242,911 258,295 
oo a PP Per ree 77.2 81.0 324.7 316.2 33,060 34,679 139,027 135,435 
EE SPrerere rere ee 132.7. 125.9 533.9 504.1 90,187 85,621 362,945 342,735 
Pog | re 18.0 a 73.8 —— 7,720 ee 31,631 — 
Today’s Woman ............. 66.3 70.1 251.1 284.1 28,406 30,249 107,738 121,814 
*Western Family: 
Southwest Edition ........... 34.8 44.5 174.1 189.7 14,926 19,077 74,679 81,337 
#Mountain Edition .......... 30.8 38.7 156.2 157.1 13,232 16,621 67,042 67,404 
#No. Calif. Edition .......... 33.3 42.5 165.1 172.4 14,269 18,235 70.796 73,914 
Northwest Edition ......... 33.8 40.6 168.3 173.0 14,518 17,906 72,215 74,728 
ce. i. See eee 74.0 76.8 335.1 367.7 31,706 32,878 143,573 157,375 
Woman's Home Companion . 73.6 70.7 328.0 341.1 50.018 48,064 223,012 231,951 
WE PRUNE, cbs keen Wtcceine 1,050.0 1,057.9 4586.4 4,626.3 549,458 552,483 2,393,666 2,416,181 
tSee note at end of linage tabulation. #Not included in totals. {Started publication in February 1953. 
General 
*American Artist ...... 35.1 28.2 151.3 145.6 14,727 11,859 63,557 61,168 
*American Forests ..... ee? 20.2 12.3 79.7 75.1 8,484 5,180 33,460 31,570 
POMEPOR LARTER occ keecas 18.8 17.0 106.2 94.2 7,894 7,160 44,653 39,610 
American Magazine ............. 29.0 29.4 136.1 158.5 12,190 12,326 57,204 66,558 
rer ree ree ee ee 21.3 20.8 111.6 106.1 9,151 8,924 47,856 45,530 
eet ats 29.6 29.1 127.9 133.0 12,411 12.236 53,655 55,813 
*Christian Herald ............. 30.0 31.9 199.3 216.4 12.866 13,680 85,465 92,828 
*Columbia ants are 3.2 5.0 29.8 33.9 2,154 3,404 20,231 23,028 
a re er 32.0 15.0 132.0 63.0 5,824 2,730 24,024 11,466 
I  svinegedsacndasar 42.4 45.1 170.4 192.0 18.195 19,303 73,044 $2,232 
*Eagle Magazine ........... 6.3 5.8 33.0 34.5 2.637 2,426 13,857 14,472 
er ree 69.3 71.0 291.9 273.4 47,153 48,280 198,540 185,810 
Elks Magazine ........ oR 9.3 11.5 55.0 56.8 3,987 4,945 23,619 24,486 
a er eee 62.9 62.0 281.5 293.1 42.759 42,193 191,474 199,348 
a re 16.1 16.6 97.0 102.8 11,071 11,454 66,697 70,702 
MN 3 6624S bi ndahese oes 27.3 26.0 119.4 120.6 11,688 11,136 51.101 51,596 
TEPOGE TORN oc vecscccecs 33.9 44.1 167.7 201.7 14,944 14,942 73,950 84,452 
Harper’s Magazine ........ Re 18.0 22.5 97.3 95.9 7,532 9,422 40,771 40,187 
err errr 96.0 97.5 328.2 319.7 65,226 66,276 223,046 217,248 
*Improvement Era ........ 33.7 28.5 147.7 141.4 14,165 11,976 62,046 59,350 
*Instructor ere 24.4 29.5 154.9 151.6 16,677 20,201 105,943 103,772 
*Motor Boating ...... 101.3 90.1 544.2 495.4 59,535 52.969 319,958 291,270 
National Geographic ... 51.3 52.4 236.4 213.4 12,189 12,455 56,217 50,758 
*Our World ........ 28.7 32.9 135.7 145.0 19,520 22,341 92,309 98,596 
+Pathfinder . Te 40.8 49.0 190.6 222.7 17,121 20.587 80,038 93,542 
*Promenade ........... 20.8 21.5 103.3 110.5 2,979 3,075 38,373 41,271 
Redbook Magazine . “i 20.0 22.3 96.3 107.3 8,582 9,570 41,302 46,027 
ere 9.4 10.9 52.0 52.5 3,932 4,571 21,789 22,040 
t*See .. sae 12.6 10.6 40.6 34.2 8,490 7,101 27,295 22,899 
Town & Country. ‘ ig 68.3 55.9 318.3 338.0 45,850 37,541 213,711 226,978 
WO athe aKeserens Tree 39.8 38.6 171.0 152.9 17,064 16,551 73,459 65,666 
rrr . 103.9 94.2 540.1 484.8 61,093 55,390 317,578 285,063 
Total Group ..... 1,155.7 1,127.2 54464 5,366.0 598,090 582,204 2,836,222 2,805,336 
Home 
American Home ............ 86.2 74.6. 347.3 322.1 54,406 47,080 219,314 203,353 
Better Homes & Gardens .. ‘ 211.1 188.5 $31.5 727.4 133,319 119.059 525,307 459,473 
*Flower Grower ............... 60.0 48.4 362.1 299.1 25.200 20,342 152,096 125,622 
House Beautiful ........... 179.2 170.6 587.8 565.3 113,171 107,761 371,189 356,973 
House & Garden .... 138.5 152.7 462.3 468.4 87,410 96.375 291,897 295,726 
RE SS5d056.0'50%0000% atte 100.7 70.1 336.4 298.4 63,593 44,251 212,508 188,475 
Sunset Magazine ........ , 154.8 138.3 597.9 496.9 64,993 58,085 251,100 208,685 
rrr 930.5 8432 3,525.3 3,177.6 542,091 492,953 2,023,411 1,838,307 
Fashion 
eee bean 128.5 125.1 456.5 440.2 55,116 53,734 195,769 188,914 
ere aa 156.8 90.0 500.7 475.5 67,264 38,608 214,760 204,001 
Harper’s Bazaar .......... 103.7 85.6 526.3 539.7 65,547 54,077 332,566 341,046 
Mademoiselle .......... m- ; 84.3 87.6 449.4 455.9 36,187 37,611 192,812 195,627 
eee ee 111.8 120.4 733.9 737.1 70,687 76,071 463,775 465,736 
ee 585.1 508.7 26668 2,648.4 294.801 260,101 1.399682 1,395,324 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances . 29.9 31.3 159.3 161.1 12,833 13,414 68,290 69,013 
Modern Screen ........ 32.7 40.4 156.4 170.1 14,024 17,300 67,132 73,051 
Sereen Stories .........- 25.3 27.8 127.9 136.5 10,872 11,904 54,896 56,555 
Fawcett Women’s Group: 
Motion Picture ........... 26.4 33.7 126.1 138.1 11,354 14,462 54,145 59,248 
True Confessions ..... 34.0 38.2 157.9 173.4 14,576 16,398 67,735 74,376 
Hillman Women’s Group . 9.7 11.3 52.4 59.6 4,175 4,843 22,565 25,642 
Hillman Romance Group .. 8.8 6.1 33.0 30.4 3,755 2,607 14,156 13,042 
Ideal Women’s Group: 
Intimate Romances ... 20.4 22.9 94.8 114.4 8,793 9.835 40,756 49,166 
eT 20.8 21.9 91.9 97.8 3,960 9,411 39,524 42,018 
Movie Stars Parade .. 20.8 22.7 92.0 97.5 8.960 9,763 39,566 41,892 
Personal Romances .... 20.3 20.6 92.0 110.0 8.758 #,860 39,523 47,272 
*Screenland Unit ........ 16.3 27.2 100.6 120.7 6,965 11,665 43,160 51,762 
*Secrets Romance Group: 
Revealing Romances ... 17.3 10.8 82.4 72.2 7,421 4,647 35,359 30,996 
RD Sentvasecsess 21.6 17.1 105.6 99.6 9.246 7,330 45,333 42.722 
True Story Women’s Group: 
Photoplay ....... ‘ 38.6 34.3 178.5 164.8 16.530 14.699 76,543 70,635 
Radio-TV Mirror .. 23.3 22.9 112.8 111.3 9,968 9.814 48,318 47,702 
True Experience ..... 27.0 24.0 126.7 116.5 11,583 10,284 54,314 49,955 
True Love Stories ....... 25.6 23.6 122.7 116.8 10,951 10,118 52,589 50,113 


—_— - Pages——_——— r Lines. 

May te Jan.-May Jan. “May May May Jan.-May _ Jan.-May 

1953 1952 1953 1952 1953 1952 1953 1952 
eee ; 26.2 25.4 123.7 123.8 11,224 10,896 53,059 53,116 
i. ek | are ‘ ae 54.4 43.9 245.6 231.2 23,313 18,851 105,234 99,092 
CRETE ERT CTP TE 499.4 506.1 2,406.3 2,461.8 214,261 217,101 1,031,269 1,055,416 


NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include ail advertising carried by the 


group as a whole PLUS additional advertising caried by each individual publication. 


Business 
Business Week .............. _ 570.6 538.8 2,387.5 2,370.7 239,486 226,149 1,001,976 994,985 
Dun’s Review ................. 79.2 681 3783 333.0 33,199 28573 158,672 139,629 
*Financial World .............. 258 275 2049 197.6 10,843 11,530 86,031 82,992 
en ! a) ! ae oe oe FO 95,677 91,048 
Nees vinsicdinsds 1525 143.0 7133 637.3 96,380 90,376 450,774 402,742 
Modern Industry ............... 1063 109.2 478.6 5141 65,450 67,221 294,702 316,624 
Nation's Business .............. 445 403 1960 1725 19,066 17,271 83,915 73,832 
Total Group ...... ooo... “RSS “WET T5866 “Taar1 ~ 483988 456888 “2.171.747 2,101,852 
Youth 
American Girl ................. 183 202 1033 95.9 7.851 8,649 44,301 41,090 
Boys’ Life ......... eseccecee 232 240 8208.2 89.9 17,090 16,327 70,183 61,221 
MT cic ciscesaevaees 0.9 2.9 8.4 12.4 406 1.235 3,631 5,328 
*Open Road ............ veces 9.9 9.5 32.4 32.6 4,252 4,080 13,888 13,984 
Scholastic Magazines ......... | 245 §93 1821 167.2 10,270 24,893 76,473 70,205 
Total Group ................ 787 “1159 ~ 420.3 ~ 308.0 39,869 ~ 55,184 ~ 208,476 191,828 


Magazine Linage Trend Figures in Thousands 


WEEKLIES GENERAL 
1953 1953 
may| 1506 ] may| 598 | 
APR.| 1356 | apr.| 650 
1952 1952 
- 2 mama, 


BUSINESS 
1953 


mar[4aa—} 


Outdoor & Sports 
*American Rifleman ........... 55.4 50.5 255.4 259.6 23,774 21,674 109,541 111,384 
8h... Berrererrrrer 77.2 64.1 300.5 300.4 33,136 27,552 141,764 128,959 
6 | OEE 22.8 20.7 107.1 106.5 9,797 8,866 45,971 45,677 
*Hunting & Fishing .......... 29.9 34.1 130.8 158.4 12,814 13,783 56,109 67,110 
Gees Ge Fenda esedesccensss 74.3 67.1 341.8 293.4 31,895 28,765 146,592 125,866 
*Outdoor Sportsman .......... 13.3 12.0 54.9 58.2 5,720 5,152 23,584 24,984 
BE TE F644 bb e065 so eweeee 72.2 65.4 297.4 263.1 30,995 28,059 127,504 112,892 
reer err Te 345.1 313.9 1,517.9 1,439.6 148,131 133,851 651,065 616,872 
Mechanics & Science 
Mechanix Illustrated ........... 76.5 68.8 413.0 389.1 17,136 15,411 92,516 87,158 
Popular Mechanics ............. 176.0 145.6 857.9 855.5 39,424 32,606 192,177 191,625 
Popular SEIONES 2c ccccccccccess 125.9 122.5 709.2 675.6 28,210 27,440 158,858 151,322 
t*Science & Mechanics ......... 88.1 68.5 297.7 219.2 19,731 15,354 66,682 49,112 
We GIN cébstcvevicocess 4665 405.4 2,277.8 2,139.4 104,501 90,811 510,233 479,217 
+May-June issues combined. 
Detective & Fiction 
Oe TG GION scccsccccsecs 14,3 19.8 91.9 107.0 6,153 8,542 39,551 46,045 
#i*Macfadden Men's Group .... 50.0 31.5 294.3 115.6 21,459 13,514 126,261 49,572 
*Popular Fiction Group ..... ; 13.6 11.8 71.9 77.1 3,043 2,645 16,090 17,260 
*Thrilling Fiction Group ..... 9.7 13.1 61.5 80.1 2,169 2.945 11,569 15,464 
2... Serer errs 37.6 44.7 225.3 264.2 11,365 14,132 67,210 78,769 
#Not included in totals. {Formerly Sport Men's Group. Master Detective added to group in September 1952; climax added 
in March 1953. 
Farm 
PCMNGNS FOIE occ cccccccess 64.3 61.3 325.1 303.2 27,556 41,742 148,294 206,480 
+Country Gentleman ........ 113.7 97.2 521.0 481.0 48,731 66,085 236,108 327,188 
FE EE wabcendaence 111.1 109.6 523.5 514.0 47,634 46,977 224,484 220,329 
{§Farm & Ranch—Southern 
errs errr F 449 36.4 241.3 201.2 19,241 24,774 103,452 136,554 
§Progressive Farmer ....... 105.7. 104.1 539.5 517.5 71.919 70,826 367.067 351,735 
Successful Farming ............ 101.8 105.5 494.1 527.4 45,798 47,435 222.285 237,240 
.  ... RUvPTeTT Terrier 5415 5141 2,644.5 2,544.3 260.879 297,839 1,301,690 1,479,526 


+Changed from 680-line page to 429-line page in February 1953. {Changed from 680-line page to 429-line page in January 


1953. §See note at end of linage tabulation. 


Newspaper Sections (1) 
(Nationally distributed with Sunday newspapers) 


S§tAmerican Weekly ...........- 53.3 41.3 252.1 174.7 45,269 36,303 214,128 169,077 
PPOTAEE occccccccccccecs s00e 56.9 39.2 242.2 169.0 48, 306 33,262 205,626 143,406 
This Week Magazine .......... 82.0 63.4 360.5 305.4 69,677 53,794 306,251 259,281 

Tea GPOUP 2. .cccccccsccecs 192.2 143.9 854.8 649.1 163,252 123,359 726,005 571,764 


§Changed from 1,000-line page to 850-line page on May 11, 1952. {Five issues in May 1953; four issues in May 1952. 


Newspaper Sections (II) 
(All other newspaper sections and comics) 


{tFirst 3 Markets Group ....... 40.7 25.5 182.5 129.2 34,547 25,475 155,126 129,025 
tN. Y. Herald Tribune-This Week . on 38.1 206.0 165.4 49,619 32,316 175,146 140,438 

tNew York Mirror Magazine . 57.6 45.3 235.2 192.8 56,470 43,349 230,470 192,591 
tNew York Times Magazine .. 230.3 157.4 961.8 781.7 195,760 133,722 834,475 664,325 
+Puck—The Comic Weekly . 10.6 16.6 62.4 67.9 20,319 31,560 119,160 129,807 

We MD ar prieves «des 397.6 281.0 1,667.9 1,337.0 356,715 266.422 1,514,377 1,256,186 
tChanged from 1,000-line page to 850-line page in January 1953. tFive issues in May 1953; four issues in May 1952. 
| \Changed from 1,000-line page to 980-line page in June 1952. 

All figures in the following groups were compiled by Advertising Age 

Comics Magazines 
‘American Comics Group: 

i SS eee 7.0 6.6 22.0 26.5 2,646 3,024 8.316 10,017 

dL Pee Keaviee 3.5 3.0 10.0 12.5 1,323 1,134 3,780 4,725 

od ree er ey 3.5 5.0 12.0 14.0 1,323 1,890 4,536 5,292 
‘Archie Comic Group ieenk ven 6.5 45 145 19.0 2.457 1,701 5,841 7,182 
‘Harvey Comics Group ........ 8.0 8.0 23.0 20.0 3,024 3,024 8.694 7,560 
Lev Gleason Comics .......... 7.3 7.3 36.5 36.5 2.772 2,772 13,860 13,860 
National Comics Group: 

(Total 2 Units) 7.0 8.0 22.0 26.5 2.646 3,024 8.316 10,017 
eG TNO Ce kerdscctasexss 43 5.2 26.8 29.6 1,607 1,953 10,051 11,154 
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——-———Pages—- ——— Lines— Pages Lines 
May May Jan.-May Jan.-May May May Jan.-May  Jan.-May May May Jan.-May Jan.-May May May Jan.-May  Jan.-May 
1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 
CO 38 3.7 23.3 27.0 1.418 1,386 &.728 10.161 Mecanique Populaire (French) .. 30.5 33.3 122.7 138.6 6,832 7,448 27,494 31,024 

Quality Comic Group ........... 6.0 5.0 30.0 21.0 2,268 1,890 11,340 7,938 Reader's Digest: 

‘Standard Comics Group ........ 7.0 5.0 16.8 15.1 2,646 1,890 6,350 5,708 NTE 6c bcccccevessséscs 41.0 40.0 172.0 234.5 7,462 7,280 31,304 42,679 

rata G0 ieee Oe Wee 928 Tons TEAS) ~“ITGMO Tees 73572 AMATANAN Sennen a ee lclUllUrelC 

cluded in totals. ee ee ae a a oe a eT eo lscesecocencene 52.0 62.0 281.0 2850 9672 11,532 52266 53,010 

reer ere er 74.5 84.0 324.0 372.0 13,559 15,288 58,968 67,704 

Canadian National Weekend Newspapers (Rotogravure Linage) athlete i oe a ee 2 75766 

SL dhtisernceecesoees 63.0 88.159 62,895 294,037 256,165 French (Belgium) ............ 56.0 640 220.0 2840 9800 11.200 38.500 49,700 

SAE ee m0 75.0 360. 6 55. 0 73,762 75,031 260,372 264,995 French (Paris) .............. 92.0 98.0 352.0 384.0 16.100 17.150 61.600 67.200 

NE fi ans eines 116.0 103.0 391.7 352.7 109,925 97,584 371,842 334,835 he ES abbaetalae 20. 18 

Weekend Picture Magazine 101.7 95.5 376.2 327.8 99.205 93.122 366.858 319.593 French (Provincial) .......... 76.0 98.0 322.0 378.2 13,300 17,150 56.350 66,180 

tereee ° . : , , y , ~. 2. ares 18.0 38.0 76.0 148.0 3,150 6,650 13,300 25,900 

2 ae 379.7 ~ 336.5 1,322.4 1,202.3 371,051 ~ 328,632 1,293,109 1.175.588 German (Germany) .......... 56.0 60.0 251.0 252.0 10,192 10,920 45,682 45,864 
tFive issues in May 1953; four issues in May 1952. German (Swiss) ......... 14.0 14.0 72.5 123.0 2,548 2,548 13,195 22,386 
Se 9 er 24.0 —_— 118.0 — 4,368 —— 21,476 _ 

Canadian rere rr 64.0 43.0 266.0 187.0 11,008 7,396 45,752 32,164 

Canadian Home Journal ........ 55.2 52.3 216.9 2145 37,522 35,593 147,446 145,861 RS Srey er 27.5 36.5 144.0 158.5 4,620 6,132 24,192 26,628 

SND. 656569 050s00905 rien 52.8 50.7 217.9 200.7 35,891 34,471 148,185 136,493 Japanese Troop .............. 20.0 20.0 104.0 110.0 3,640 3,640 18,928 20,020 

Maclean's Weiesiseexsaekesand 97.6 61.0 364.5 276.4 66,372 55,074 261,495 187,856 #'Korean not available 

Mayfair 2... .eeee ee eeeeeeeee 56.3 611 2655 253.3 39,625 41,514 180,575 172,205 Latin American (English) ..... 7.0 11.0 33.5 51.0 861 1,353 4,121 6,273 

Reader's Digest: re ere 68.5 75.5 312.0 345.0 12,467 13,741 56,784 62.790 
English Edition .............. 95.5 103.5 374.0 . 352.0 17,381 18,837 68,068 64,064 © eee ee 23.5 24.0 113.5 124.0 4,277 4,368 20,657 22,568 
PEE sc ccssccdcvoens 97.5 103.5 383.0 356.5 17,745 18,837 69,706 ef WI go vvessscece cues 22.0 14.0 87.5 82.0 3,740 2.380 14,875 13,940 

Revue Moderne ................ 30.0 33.3 120.7 123.5 20,404 22,660 82,057 83,989 IN ids bs vncde.c cans 70.55 80.0 352.4 374.5 12,338 14,000 61,676 65,537 

Revue Populaire ............... 41.4 37.3 142.7 136.9 28,991 26,114 99,837 95,844 ES eee 60.0 60.0 297.6 271.0 10,740 10,740 53,268 48.509 

RS rrr rer res 44.8 39.2 167.3 135.3 31,352 27,465 117,168 94,728 Southern Hemisphere ....... 45.5 54.0 198.0 229.5 8,281 9,828 36.036 41,769 

Saturday Wight .............05. 98.8 111.2 381.1 401.3 67,170 75,605 259,118 272,856 RE a a ce 35.6 46.2 175.6 187.2 6,630 8,589 32.670 34,795 

MEE. si ctivbecereascs 205.2 167.0 818.6 680.0 86,170 70,140 343,770 285,600 Time-Atlantic ................. 68.4 76.0 306.3 341.3 28.735 31,920 128,625 143,360 
Total Group ........... 877.1 ; 472. "130. f j 777. 604, Time-Latin American ......... 100.4 87.2 434.9 452.6 42,175 36,610 182,665 190,120 

p — a a ee ee Le) ee 666 500 2865 2561 27.965 21.000 120.365 107.590 
a REET A Pe Pere 4.0 — 181.5 —— 20,160 a 76,230 —_—- 

Foreign Vision ere Torey 59.5 39.8 232.2 192.4 24,990 16,730 97,530 80,820 
errr 49.9 51.6 221.4 245.0 33,915 35,105 150,535 166.685 Total oon | eT T eee Tree 1,545.7 1,599.4 6.9241 7,348.5 403.783 404,286 1,805,456 1,885,403 
#'Spanish Edition ......... 42.0 ed 218.4 — 28,560 ad 148,495 a #Not included in totals. ‘Started publication in December 1952. “Started publication in November 1952. °Started publica- 

Newsweek-European ............ 26.8 32.8 138.2 148.3 11,270 13,790 58,100 62,300 tion in October 1952. ‘Started publication in March 1953. °Started publication in July 1952. 

Newsweek-Pacific: NOTE: All sectional advertising of Everywoman's, Family Circle, Woman's Day, Farm & Ranch—Southern Agriculturist and 
EIEN <b cc cdws coeds 36.3 31.2 172.3 147.0 15,260 13,090 72,380 61,740 Progressive Farmer is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the 
EE, ess hides heave 59.8 59.3 288.6 288.1 25,130 24,920 121,170 121,030 particular edition carrying the advertisement to the total circulation of the magazine. For example, if a page advertisement 

Popular Mechanics: ; appears in an edition representing 25% of the total circulation of the magazine, it is counted in the totals as .25 pages. 
Mecanica Popular (Spanish) 23.9 25.5 126.9 121.2 5,362 5,705 28,429 27,153 No sectional advertising is reported that does not represent at least 20% of the total circulation base. 


New Nashville Agency Opens 
McDonald, Haggard Inc., a new 
agency, has opened offices in the 
Home Federal Bidg., 
Principals are Rob McDonald, 


formerly with Ruthrauff & Ryan, 


Chicago, and John Haggard, 
formerly associated with Webster 
& Gibson, Nashville securities con- 
sultant. 


Asks Merced, Cal., TV Station 
Merced Television Corp., Mer- | 
ced, Cal., has made application for | 


a new TV station on Channel 34, 
the first in this San Joaquin Valley 
community. 


Nashville. | 


Ziegler Succeeds Phillips 

Russell A. Ziegler, new advertis- 
ing manager of Cluett, Peabody & 
|Co., New York, succeeds G. A. 
| Phillips in that post. Mr. Phillips 
| was recently named advertising di- 

rector. Last week it was said in er- 
‘ror that Mr. Ziegler succeeded J. 
Baxter Gardner, who is v.p. of the 
company. 
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] Identifies your dealer tells customer 


“buy it here!” 


2 Boosts your brand to big traffic 
circulation 


3 Ties in all other advertising efforts 
at the point-of-sale 


4 Helps assure continued dealer and 
distributor cooperation 


5 Otters ad economy The space is free 
Amerioan decals stay up for years 


7 ip) | a 
een tsa 


Vt | yan 


6 American decal signs provide eye catch 
ing attractiveness. outstanding durability 


Cute for Free Brochure... 


American Decal complete art and consultation service available without 


obligation. Write for full color broc 


hure and samples. 


A\ merican fDecalcomania fo. 
344. W. Sth Ave., Dept. A, Chicago 24, 


York @ Cleveland ‘ 
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Sales offices in of! principal | 


New Promotion Set 
to Round Up Sales 
of Gene Autry Bread 


Los ANGELES, June 19—The sale 
of 300,000,000 loaves of bread— 
lot of sandwiches in anyone's 
league—is the goal of a promotion 
planned for September by For- 
tune Merchandising Corp. 

Fortune, which is agent for Gene 
Autry baking franchises, is push- 
ing a bread label plan which al- 
ready has had considerable suc- 
cess in capitalizing on the cow- 
boy-fan set’s in the grocery store. 
Fortune’s Gene Autry “plan for 
bakers,” syndicated through agen- 
cies with bakery accounts, in- 
cludes exclusive use of a series 


of end labels illustrating scenes 


in Autry’s “round-up” story. 

A four-page comic book-style 
folder containing the round-up 
scenario will be offered to young- 
sters with space left to paste in 
the end label illustrations. From 
there on in, figures Fortune, the 
kids will stampede their parents 
into buying the 
pictures. 


g However, 
Fortune a hard time: In many 
areas bakers’ agreements prohibit 
individual bakers from using any 


|part of the wrapper as a prem- 


| ium. 
“Fortune,” says Fortune, “(and 
many bakers) contend that the 


end label game of Gene Autry in 
no way violates this semi-trade 
barrier, for it offers no discount,” 
and is going ahead with plans to 
make the franchise available in 
all territories, “regardless of end 
label restrictions.” 

A program has been worked out 
to bypass use of end labels so 
bakers can sign up for the Autry 
collection game without bucking 
opposition through trade 
ments. 

Included in the package deal are 
mats, radio spots, store banners, 
posters, giveaways, self-liquidat- 
ing premiums and fan photos. 

A September “back-to-school” 
campaign will feature a contest in 
which Mr. Autry personally will 
hand out more than 10,000 prizes 
of boots, hats, belts, etc., plus 20 
flights to visit him in Hollywood. 


Sears Uses TV for Coldspot 


Sears, Roebuck & Co., Chicago, 
is using TV for the first time for 
its new Coldspot Supermart re- 
frigerator. Time has been bought, 
via George H. Hartman Co., Chi- 
cago, on Clifton Utley’s news pro- 
| gram over WNBQ, Chicago. 


|markets. Amos Parrish & Co., 
| York, was the previous agency of 


bread with the 


one problem is giving | 


agree- 


American Hoist Names R&R 


American Hoist & Derrick Co., 
St. Paul manufacturer of hoisting 
machinery and equipment, has ap- 
pointed Ruthrauff & Ryan, St. 
Paul, to handle all its advertising. 
Previously, the agency has hand- 
led the company’s crawler crane 
division only. Alfred Colle Co., 
Minneapolis, formerly directed the 
advertising. 


Chadbourn Appoints Mitchell 


Chadbourn Hosiery Mills, Char- 
lotte, N. C., manufacturer of Lark- 
wood hosiery, has appointed Har- 
old M. Mitchell Inc., New York, to 
handle advertising. Tentative plans 
for a fall campaign call for fashion 
magazines, business publications, 
and local newspapers in selected 
New 


record. 


‘News Letter’ to Accept Ads 
The AAIN News Letter, official 
journal of the American Assn. of 
Industrial Nurses, 654 Madison 
Ave., New York, has begun ac- 


cepting display advertising with 
its June issue. A redesigned news 
magazine format has been initia- 
ted. 


Muzzy Heads Quaker Oats 

H. Earle Muzzy, executive v.p. 
and a director, will become presi- 
dent of Quaker Oats Co., Chicago, 
on July 1. He succeeds R. Douglas 
Stuart, who has resigned to be- 
come U. S. ambassador to Canada. 


Graff Opens in Washington 

Harry W. Graff Inc., New York 
agency, has opened a Washington 
office at 1205 L St., N.W. The of- 
fice will be headed by Stanley G. 
House, formerly a New York man- 
agement consultant. 


LEER EE ENS 


ROSKAM 


For LISTS, DIRECT MAIL, MAIL ORDER ADS 
We've got the lists—the know how—mail pro- 
grams planned, created, completed. Cut costs, 
increase pull, avoid mistakes and headaches. 


WRITE OR WIRE TODAY! 
©. H. ROSKAM, ADV., 1430 Grand, K.C. 6, Mo. 


william d. pelll, photographer He captures a world of form 
and shadow, light and outline, color, shade and blackness. 


His approach is creative, his work touched with a wonderful 


sales sense. One of New Yorks top photographers, 
Pell is now associated with kling studios 


in ehieage - another outstanding man on our staff. 
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Advertising Age, June 22, 1953 


NBC May Have Color Telecasts This 
Year, Beville Tells AFA Delegates 


CLEVELAND, June 17—‘Adver- 
tisers using NBC color television 
will have an opportunity to put on 
their shows in color to gain this 
know-how,” H. M. Beville Jr., di- 
rector of research and planning for 
National Broadcasting System, told 
the radio-television session of the 
American Federation of Advertis- 
ing convention today. 

“Under a compatible system, 
they can do this without losing a 


AFA Meeting 


single member of their existing 
audience who will see the show- 
ing in b&w,” Mr. Beville said. 


At the same time, the advertis- | 


ers will slowly build an audience 
which can see the show in color, 
as color viewers come into the 
market, he said. 

Mr. Beville said 42 NBC stations 
already have contracted to carry 
NBC color programs and “before 
the year is out, your local NBC 


station may be telecasting some| 


regular network shows in color 


each week.” 


s As color changes television sell- 
ing techniques, many categories of 
advertising not now using televi- 
sion will have to employ this me- 
dium, Mr. Beville said. He included 
the fields of apparel, fashion, beau- 
ty, home furnishings and garden- 
ing. 

J. Gilbert Baird, sales promo- 
tion manager for the Westinghouse 
Electric Corp. electric appliance di- 
vision, Mansfield, O., said that de- 
spite the fact TV was proving a 
natural to sell appliances—by the 
most powerful method, demonstra- 
tions—his firm would continue its 
heavy schedules in magazines and 
other media. 


Mr. Baird said research statistics | 


showed that a recent color page 
for a Westinghouse refrigerator in 
a big weekly magazine cost $34.73 
for each 1,000 persons who read 
the ad, while a “Studio One” dem- 
onstration-commercial cost $1.15 
for each 1,000 viewers. 

“At this price, we find ourselves 


right in the customers’ home, with | 


their undivided attention, and we 
are demonstrating our product—to 
husband and wife together,” Mr. 
Baird said. 


e “But I am only saying that our 
TV costs compare favorably with 
other media,” Mr. Baird said. ‘““‘We 
will use many because we don’t 
believe any one media will do the 
whole job.” 

Mel G. Grinspan, director of ad- 
vertising and sales promotion, 
Black & White Stores, Memphis, 
spoke as a small-budget user of 
TV. His firm has 22 stores located 
in Tennessee, Arkansas and Mis- 
sissippi. 

Agreeing with the previous 
speaker, Mr. Grinspan said TV “is 
the only medium which allows us 
to show our goods and talk about 
them at the same time.” But, he 
added, few retailers realize it. 

Mr. Grinspan said he first ex- 
perimented with merchandising 
spots on TV, then a weekly half- 
hour adventure show, and now a 
thrice-weekly daytime 15-minute 
show built around light, folksy 
type discussions and interviews. 


s “Television and soft goods re- 
tailing still have not been proper- 
ly introduced and their relations 
are strained,” Mr. Grinspan said. 
“To date, it appears as if there are 
few other retailers in our field 
who are as daring as my firm.” 

Mr. Grinspan said the TV people 
should get into the field and ed- 
ucate small retailers to the impor- 
tance of the media. 

As an anchor on rising TV pro- 
duction costs, Benjamin L. Web- 


ster, president, Videx Corp., New 
York, urged producers of TV ad- 
vertising to work at every creative 
stage to save costs that may pyra- 
mid into the othr stages. 

“When TV production and time 
costs are running nip and _ tuck, 
we must give serious thought to 
taking a tuck in this nip,” Mr. 
Webster said. 


® Speaking up for radio, John J. 
Karol, v.p. in charge of sales for 
CBS Radio, said it was appropri- 
ate for the session to wind up with 
radio, “because that is precisely 
what more and more advertisers 
are doing.” 

“It’s no longer considered the 
smart thing, along New York City’s | 
ad agency row, to talk disparag- | 
ingly about radio,” Mr. Karol said. | 

The media departments, trying to 


make budgets meet TV's increasing 
costs, found out that radio, of all 
media, “was still—by far—the me- 
dium that delivered the largest 
audience at the lowest cost,” Mr. 
Karol said. 

“With radio, the advertiser can 
afford a big show with an enor- 
mous audience,” Mr. Karol said, 
“or the advertiser may choose to 
make many impressions, more 
often, on a huge cumulative audi- 
ence.” 

Predicting that radio is in a new 
period of major attention by agen- 
cies and advertisers, Mr. Karol 
said: “We seem to be getting much 
closer to finding out how big the 
radio audience really is. 

“It’s bigger, perhaps far bigger, 
than present documentation shows. 
I can say with conviction that ra- 
dio’s future is a very bright one.” 


Lindsay Joins Weed TV 


George Lindsay, formerly with 
Edward Petry Co., has joined the 


staff of Weed Television, Chicago. | rector 


Weed also moved to larger quar- 
ters at 20 N. Wacker Drive. 


Moxie to Ingalls-Miniter 


Moxie Co., Needham Heights, 
Mass., beverage manufacturer, has 
appointed Ingalls-Miniter, Boston, | 
to direct its advertising. Saturation 
promotion is planned for summer, 
blanketing New England with ra- 
dio spots. Ads will run in Boston 
newspapers during the same pe- 
riod. Moxie will offer three steak 
knives for 50¢ and two labels or 
bottle caps. Fred D. Dwyer, ac- 
count executive, has been pro- 
moted to an agency v.p. 


Newspaper Reps Elect 


John E. Woodman, Kelly-Smith | 
Co., has been elected president of | 
the Newspaper Representatives of | 
Chicago. Other officers elected are 
Fiske Lochridge, Katz Agency, | 
v.p.; Robert J. Brooks, Story, 
Brooks & Finley, secretary and as- 
sistant treasurer, and George E. 
Gilbertsen, John W. Cullen Co., 
treasurer. 


Gruen Joins Lester Harrison 
Chuck Gruen, formerly art di- 

for Neiman-Marcus Co., 

Dallas specialty store, is joining 


‘Lester Harrison Inc., New York 


agency, * th 
/agency’s retail and direct mail di- 
'vision. Miss Ann Byan, assistant 


as art director for the 


art director for Neiman-Marcus, 
succeeds Mr. Gruen. 


FIRST IN FLORIDA 


ORLANDO SENTINEL-STAR 
Morning - Evgning  Sundoy 
Not Rep Burke, Kuipers G Mohoney 


Se another Ist’ 
In its Ist year 


is another reason 
why... 


house home 


is read by the builders 
other builders follow 


First magazine to be published especially for the new $12 billion home building industry; first 


in circulation in the building field; first. choice professional magazine among builders who build 


five or more houses a year; first in advertising linage in seven out of the fifteen building product 


advertising classifications. And now, first award for best graphic presentation (industrial 


papers) in the fifteenth annual editorial competition conducted by Industrial Marketing. 
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Advertising Age, June 22, 1953 


REVIEW 


FOR OUTSTANDING SERVICE—The Gray-Russo annual memorial award of the Ad- 
vertising Men's Post 209, American Legion, New York, was presented to Cecil 
C. Agate, director of advertising and sales promotion for Sonotone Corp. and post 
post commander, adjutant and historian, for ‘outstanding service to the post.’ Pres- 
ent at the ceremony are (I. to r.) Mrs. James Gray and Mrs. F. A. Russo, whose late 
husbands the award honors, Mr. and Mrs. Agate, and post commander John V. 

Connorton. AFA FUN—“Advertising Gets the Business,” a skit, helped dis- account executive, the works. At right, Don Hyde, WGAR sales- 
tract Advertising Federation of American conventioneers in man, playing an agency head, presents his v.p. quartet: Lawson 
Cleveland. At left, showing how to entertain a client, Ruth Deming, WTAM-WNBK production department; Richard Van Al- 
Fetchko (standing), Fuller & Smith & Ross, and Ruth Norton men, Cleveland Offset Corp.; Mike Krauver, Carr Liggett Ad- 
(seated), Teleph Answering Service, give Pau! Barrett, F&S&R —-vertising, and Bruce Cucuel, William & Fleury Co. 


CINCINNATI GOLFERS—The annual Cinciama golf outing given Field, Metropolitan Group; Ed Strauchen, Strauchen & McKim 
j . by magazine and farm publication representatives who call on Advertising; Arthur Thexton, Clopay Corp.; Robert Boylan, 
society for New York media men, sponsored by Newsweek, these earnest golfers Cincinnati accounts drew these two foursomes out on the Make- House & Garden; Earl Fenton, Charm, and Jim Buckley, Don 
were found by the camera. From left to right they are Gibson McCabe, Newsweek; tawah Country Club course. Left to right are R. L. Condit, Proc- Kemper Co. Mr. Boylan was low gross winner in the Cinciama 


Shelton Pogue, Cunningham & Walsh; Jack Cunningham, Newsweek, and Ben : | inh 0 fy! ich i at 
Mager of ttheaull & Gpen. Appresinataly 900 endian qen quitered for the golf ter & Gamble Co.; G. A. Honold, Ralph H. Jones Co.; “orman tournament, which is now in its 13th year. 


session. 


DUFFERS—At the 10th annual outing of Duffers & Bluffers, chowder and marching 


= ae 


« 


BUSINESS—Dale C. Rogers (finger to mouth), ad and sales pro- congratulate Margaret Divver (behind scroll), ad director of John 
motion manager, Mid-Continent Petroleum Corp., briefs his team Hancock Mutual Life Insurance Co., who was elected advertising 
for a panel at the Advertising Federation of America conference | woman of the year by AFA. Left to right are Eunice Miller, Prov- 
in Cleveland. Speakers are (left to right) Ralph Smith, v.p., idence Women’s Advertising Club; Henry King, assistant to the 
Sullivan, Stauffer, Colwell & Bayles; Curtis Taulbee, public re- president of John Donnelly & Sons; Paul Newsome, Newsome & 
lations director for R. E. Cox & Co.; Arthur Motley, president of | Co.; Miss Divver; Mary Kelly, public relations v.p. for Donnelley, 
Parade Publications; Mr. Rogers, and Ellis Perlman, p.r. director and Catherine Hanley, member of the Providence Women’s Ad 
for Coleman Todd & Associates. At right, delegates from Boston Club. 


RECESS—Recess period at the Advertising Federation of America convention in 

Cleveland from (left to right) Walfred E. Boberg, president of the Agricultural Pub- 

lishers Assn. and v.p. of The Farmer; Mrs. Jean Simpson, Leo Burnett Co. and out- 

going president of the Chicago Women’s Advertising Club; Roger M. Holt, director 

of advertising and sales promotion, Munsingwear Inc., and president of the Minneap- 

olis Advertising Club; Mary Alice Kelly, John Donnelly & Sons Co., and Frank L. 
Noell, ad manager of Belk’s Department Store, Greensboro, N. C. 


AT THE MARKETERS’ MEETING—When the American Marketing Assn. held its summer conference in Mon- Aluminum Co. of Canada, program chairman, with Byron Cherry of General Electric Co. and Lewis Lout- 
treal June 10 to 12, the photographer took these shots: At left, Retiring AMA President Gordon Hughes of hood, Weekend Picture Magazine, chairman of the conference and new president of the Montreal chapter. 
General Mills with Neil F. Borden, Harvard Graduate School of Business and new AMA president, and At right: the exhibits, produced at low cost, and providing each of the exhibitors exactly the same amount 
Spalding Black, Canadian Industries Ltd., retiring head of the Montreal chapter. Center: James D. Dodge, of space. 
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FLASH! 

ALL-TIME HIGH 

AN NEWSSTAND. SALES! 


4449044 


Total Net Paid* 6,266,171 
Guarantee 5,000,000 


BONUS +1,266,171 


* Publisher's Estimote 


(1st querter 1953) 


| True Story Women’s Group Challenges You... 


—_Kpotk bn Aly Door 


in a wage earner neighborhood 


fin 7% Si te * 
5 ey rrrttttittiitieiiiie I 


| Chances are 1 to 3 you'll find a family whose income is at 


least $5,000 


That's natural. Actually, wage earners today represent over half of 
all families having incomes of $5,000 or more. They have two thirds 
of all ‘‘loose money'’. And they're spending it, too. Big!* 


Chances are 1 to 2 you'll find at least one reader of a great 


True Story Women’s Group magazine 


That's natural, too! For almost 35 years Macfadden has studied... 
surveyed...served wage earners exclusively AS NO OTHER MEDIA 
HAS! Every story, every article, every feature in True Story Women’s 
Group magazines is edited for wage earners —catering to their tastes, 
their needs, their judgment of what makes good reading. 


“To see what they earn and how 
they spend — write for your copy of 
AMERICA’S NEW BUYING POWER 


If it’s wage earners you want, turn to 


TRUE STORY Worert cous 


the market place of wage earner America! 


MACFADDEN PUBLICATIONS * 205 EAST 42 STREET « NEW YORK, NEW YORK © OFFICES: CHICAGO, SAN FRANCISCO ‘ 
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Selling to Institutions... 


Universal Foods’ ‘Chain Reaction’ 
Stimulates Chefs, Sparks Jobbers 


Cuicaco, June 17—How does a| » 


food manufacturer promote a pro-| 


duct in the institutional field, 
where the customers have to be 
sold one by one, and the salesman 
is likely to have a couple of thou- 
sand other products to sell? 

Universal Foods Corp., which 
has been producing soup bases 
for restaurants and other institu- 
tional users for 15 of its 25 years, 
knows of only three ways, and it is 
incorporating all three in its new 
“chain reaction” advertising and 
sales promotion campaign. 

One way, says Universal, is to 
go direct to all chefs, dietitians and 
restaurant operators with ads in 
institutional business papers. An- 
other way is to conduct intensive 
direct mail campaigns in a partic- 
ular market, again directed at the 


ultimate user. 


8s A third way is to exert sales 
pressure down the distribution 
line—from manufacturer to broker 
to jobber to consumer. This is 
especially important in the insti- 
tutional field, with its heavy de- 
pendence on the distributor sales- 
man. As Jack Miller, Universal’s 
sales promotion manager, puts it, 
“the food salesman today has too 
many products to handle to do an 
A-1 selling job on any one of them 
without help.” 

‘That’s where we—the manu- 
facturers—come in,” he declares. 
“If we want our product sold, 
we've got to do more than create 
user demand. We've got to sell the 
salesman on the product and give 
him every possible stimulas, as 
well as complete product informa- 
tion and practical selling helps, in 
order to get the product into the 
user’s hands.” 


# The closely interlocked program 
which Universal’s president, David 
H. Flaxman, put into effect in 
January incorporates all three 
sales approaches, including plenty 
of assistance for brokers and dis- 
tributors. Moreover, says Jack 
Miller, the campaign is beginning 
to work up steam—‘“the results 
shown by our monthly sales re- 
cords prove we're on the right 
track.” 

Typical of Universal’s new tie- 
in operation is the campaign which 
recently launched its new ham 
base, the latest in its Soup’s On 
line of products. 

Before any large-scale _ publi- 
city or advertisements were re- 
leased, Universal 


ie 
HAVE YOU HEARD? 
... about the 


BLACK BOX 

method of | 

Screenless Printing 

in Full COLOR... 
lor Black and White) 

at unbelievably low cost? 

.. . and still 

get the most faithful 

reproduction possible? 


Get the facts! 


BLACK BOX PHOTO 


& COLLOTYPE STUDIO, Inc. 
845-53 W. ERIE ST., CHICAGO 22 


Nome 
Address__. 
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introduced its! 


| 


i 
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j 
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cemonmee, 


Jack Miller D. H. Flaxman 


brokers, distributors and prospec- 
tive distributors to the new prod- 
uct through a lively series of mail- 
ings. Brokers were provided with 
visual presentations and other 
literature to help them line up the 
jobbers, who, in turn, received 
salesroom bulletins to spark their 


‘|In_ addition, 


salesmen. 

| Then, in thei 
utor salesmen g 
es pocket-size 
a sales manual 
| sample-orientex 
‘ling method to 
|tize the new iz 
ages to the ins‘ 


turn, the distrib- 
. from their boss- 
ample jars plus 
letailing a highly 
“taste-test” sel- 
e used to drama- 
‘redient’s advant- 
utional operators. 
‘recipe booklet: were offered to 
'the trade user: 
distributors an 
-serted in nati 


via coupons in- 
nal advertising. 


|@ By the time the advertising on 
|the new soup base appeared, Uni- 
versal had its distribution setup 
|highly alerted to customer demand, 
which fortunately came. Part of 
this demand was due to Universal’s 
b&w insertions in four trade jour- 
nals serving the field (American 
|Restaurant, Food Service, Insti- 
tutions and Restaurant Manage- 
ment). Part of it came also from 
| publicity given the new product in 
|articles in three of those publica- 
tions. 

To get maximum sales results 


vecial ham _ base. 


both through the 


| from the advertising in restaurant, 


hotel and institutional publications, 
all ads carried an “Ask your Soup’s 
On jebber or write for the name of 
your nearest distributor” wind- 
up, with-—in most cases—a Uni- 
versal-directed coupon offering 
the recipe booklet. Leads from cou- 
pon returns were passed on to 
lecal distributors. 

The big omission from this re- 
cently completed drive is the use 
of direct mail to the individual 
| user—and that is in the planning 
| stage, according to Jack Miller. In 
the near future, he says, Universal 
| will aim a direct mail at institu- 
| tional users in the first of a num- 


ber of local markets where it wants. 


‘either to add new jobbers or else 
build pressure on its present job- 
bers from the user’s end of the 
line. 


Each mailing in this new direct) 


approach will have a space where 
the institutional buyer can list 
his choice of jobbers. “If we get 
‘a lot of preferences from users 
'for a distributor not in our lineup, 
| we'll show them to him and ask 


Sees ARE 
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him to come in,” Mr. Miller ex- 
plains. 

Finally, Soup’s On promotion 
will be carried right through to 
the eating consumer at the point of 
purchase—by providing table tents, 
menu clip-ons, etc., for the restau- 
rant operator to use in “selling” 
| specific dishes to restaurant pa- 
| trons. 

This use of direct mail is un- 
usual in the institutional field, 
says Mr. Miller. The actual paying 
customer for food products is the 
distributor, he points out, and 
except for business paper ads, most 
manufacturers leave to him the job 
of selling to the ultimate consumer. 


s “The big thing in the institu- 
tional field,’ Mr. Miller says, 
“is that your jobber salesmen are 
_definitely more important to you 
than your advertising.” Neverthe- 
less, he declares, you’ve still got 
| to create a demand from the user, 
especially in markets where your 
distributor setup is weak. 

| For this reason, Universal Foods’ 
ad schedule is good-sized for a 


. 


MILKING PARLOR... 
metal stalls hold cow while 
milking machine is in use 


.»» Costs from $500 to $3000 


HAY BALER. . . compresses 
hay quickly into neat tied bales 
after cutting . . . Costs from 
$500 to $2500 


“The old gray mare, she...” 


FARM POWER & MACHINES 
(from USDA bulletin, February 1953) 


1920 (estimated) 1952 
Horses and Mules. . 25,742,000 6,293,000 
Tractors 246,000 4,170,000 
Motor trucks 139,100 2,410,000 
Combines 4,000 887,000 
Corn pickers 10,000 588,000 
Automobiles 2,146,300 4,350,000 


Obviously, the old gray mare ain’t what 
she used to be! Nor is Dobbin. What has 
happened to the horse highlights 
dramatically the change in American 
agriculture in a single generation. 


Ar rue end of World War I, most of the 
horsepower on American farms was horses, 
and mules—27 million in 1918. The current 
count is 6 million, and going down. 

The equine exit released 65 million acres 
of cropland—about one-sixth the total which 
now supports 50 million more people than the 
country had in 1920, 

The machine provides more horsepower, 
and more efficient manpower. For instance: 

In an average day, one man... with two 
horses plows 1.5 acres; a tractor-drawn plow, 
10 acres... with a two-horse team cultivator 
covers 7 acres: a tractor, triple the acreage ... 
with a scythe cuts 1.5 acres; a tractor mower, 
18 acres...picks 75 bushels of corn, while a 
two-row corn picker will do 1,000 bushels. 

Hand milking a cow takes 10-12 minutes; 
a milking machine needs 3-5 minutes, and 
one man can handle several milking machines 
... Pitching a load of hay is an hour’s work 
for two men; a mechanized loader will do the 
job in 20 minutes. 


THe MACHINE changed farming from a 
handicraft-husbandry status to an industry 
...brought larger scale operation, with higher 


efficiency, lower costs; larger output with a 

smaller labor force; fewer and better farms. 
The distribution of farm machinery closely 

parallels farm production—and profits. 

In the fifteen Heart States which produce 
about two-thirds of the country’s foodstuffs, 
are 54% of the farm automotive units, 60% 
of the garden tractors, 72% of the combines, 
76% of the milking machines, 81% of the 
grain binders, and 93% of the corn pickers. 

And Heart States farmers earn more than 
half the total U. S. eash farm income... 


CORN PICKER . . . self-powered, more efficient 
than scarce workers... Costs from $3000 to $3500 


represent an important share of the national 
market. This market portion is largely missed 
by the national advertiser. General media, 
including TV, cover it lightly. One magazine 
has high penetration among the nation’s best 
farmers, and real influence built on fifty years 
of significant service—SuCCESSFUL FARMING. 


For rirry years, Successru FARMING 
has been helping Heart States farmers save 
work, save time, improve production, make 
money, and live better. 

This magazine strongly supported the 4-H 
club movement, farm electrification, better 
machinery and methods, soil conservation, 
fertilizers, better types of plants and herd, 
better marketing, and technical education— 
usually in convincing case histories. It is the 
operating manual for farm business, guide 
book to better farm living. Every SF issue 
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X= , . 

specialty firm in the under-$2,000,-| Mr. Miller gives this example: , N.C. Bans Dry Area Wet Ads conde 
ion $ 000 sales bracket. For the rest of “We tried to line up one big dis-_| The North Carolina Alcoholic Subscrip tion Preferred over Theater 

this year, its advertising will con- tributing outfit for years but) Beverage Control Board, Raleigh | 
a } sist of half and full b&w pages in couldn’t interest them. Then, when has ries that newspapers — M Telecasts, According to College Survey 
“~ } each of the trade publications men- our big promotion of the ham base lished in dry counties shall not ad- Los ANGELES, June 16—Tele-,9.4% to 13.1%; music, 9.0% to 
te tioned. Included will be an ad on got the operators to calling for it,| vertise liquor for sale across the viewers prefer home subscription | 12.2%; foreign languages, 7.2% 
12” ‘, each of the big sellers in the Soup’s the jobbing firm came round.” | border in ABC counties. In addi-| television over theater telecasts| to 9.2%; literature, 5.4% to 8.8%; 
ae On Line—chicken, beef and ham, tion, display ads of beer inside re- of top sports events, according to home economics, 5.4% to 15.0%, 

base—plus a new entry, French!» Mr. Miller sees the basic differ- ‘@!! establishments shall eliminate 4 Woodbury College survey. and art, 5.1% to 10.7%. 
onion soup. The ads will be rotated val a Rear: use of neon signs, decals and other | The Tele-Census study covered) « a ; 
in- act angie ies te a ie cee ence between retail and institu- displays. Draught beer dispensers 4 gq Tv eet ncapelng ag ig i Other” subjects were selected 
sid, a pap pap cessive tional merchandising this way: | must have the beer name on the ” set Ov 0 &e€- by from 23.3% to 26.0% of the 
ing i months. “In retail, you’re trying to stim-| faucet of the container from which les, San Francisco Bay area, Salt | persons interviewed, but 4.1% (in 
the i ulate the consumer to buy your the beer is drawn. The board post-| Lake City and Ames, Ia. Findings) Ames) to 13.0% (in San Francis- 
nd fe ® The new French Onion Soup | way. In the institutional business, Poned decision on radio, television in each of the areas were consis- | eg) said they don’t want TV lec- 
‘ost Mix will get its break in the trade you concensrate on getting the job- 29d outdoor promotion of beer tent. | tures on any subject. 
job ) advertising in August—Sandwich ber to sell your way. | within the state. | Between 75% and 90% of the | About 55% said they are willing 
er : Month—and preparations are, “We're trying to get around this . interviewees said they would not ;,, spend 25¢ a week to see tele- 
under way now for a “Soup ’n/ difference both through advertis- Adds Food Promotion Unit pay $1 to see a world series base- | casts of the subject they picked. 

hide Sandwich” introductory campaign. | ing to the mass feeding market and , Harold Friedman & Associates, | ball game or a championship box-| 9, the subject of quality of 
ys, | Flyers pointing up the sales pos-|by mail in specified markets,” he pests A fg yey Pte. ooo ing match televised on movie) .,mercials, opinion varied more. 
are rang have already been sent|declares. “We could also do it motion and publicity division Ae ena ons e" "i — worse Thirty-nine per cent of Los Ange- 
you i. a ee a. and are/with our own salesmen, as big der the direction of Mrs. Vivian “'"8 ‘0 Pay o see a serieS'ies televiewers surveyed rated 
e- very case of| companies like General Foods and Grey. game or a first quality movie ON! .ommercials as “irritating.” In 
got om other soup bases shipped to| Kraft do.” prey no ee varied between Salt Lake City the figure was 
wi: TE odes tno soup-tentich te tl ut wie tas Sota elcome | Meare Moots Gerwe Made |" StS: eg eS 
our - sales Wie oe a charitable, with the “irritating” 

patrons are being inserted in every collect orders and turn them back ea a 9 nia ® Asked which subject “would rating down song Pl Ames i 
sds’ case of the onion soup mix during/to the jobber. But this adds too rance, to join Geyer Advertis- You want most to learn” through | istered 25.8%. 
r a } June, July and August. much to distribution costs for us,” jing as media director in the Detroit TV, 13.6% to 16.7% preferred | 

; 


history; psychology was picked by | 


As to advertising effectiveness, he added. office. 


8 Most of the San Francisco view- 
ers found commercials “entertain- 
‘ing.’ The Ames majority con- 
_ Sidered them “interesting.” TV 
'pitches were considered “dull” by 
| 25.4% of the Los Angeles subjects, 
| 17.2% of those in Salt Lake, 13.2% 
in San Francisco and 8.6% in 
| Ames. 

| In three of the cities, more RCA 
'sets were owned by the persons 
/covered in the survey. Motorola 
/led in Ames. 


Three Appoint Chirurg Co. 


Sipanam Inc., New York im- 
porter, and its associated com- 
panies—Easton Metal Powder Co., 
New York manufacturer of Easton 
R-Z Iron powder, and Mannes- 
mann-Meer Engineering & Con- 
struction Co., Easton, Pa.—have 
appointed James Thomas Chirurg 
Co., Boston and New York, to han- 
dle their advertising. Business 
publications, newspapers and di- 
rect mail will be used. There was 
no previous agency on these ac- 
counts. 


| 
43 Catholic Papers Name Rep 
A new company, Catholic News- 
|paper Representatives, 141 East 
'44th St., New York, has been 
{named by 43 Catholic weekly 
/newspaper publishers. The papers 
/are located in 27 states and the 
| District of Columbia. C.N.R. is di- 
/rected by James F. Kane, formerly 
/executive secretary of the Catho- 
lic Press Assn. 


contains scores of items, pertinent, proven, 
profitable—and put into use by its readers. 
And Successrut Farming has 87% of 
its 1,250,000 circulation in the Heart States 
matching machinery, production, buying power! 
These SF subscribers in the Heart States 
have larger farms; higher investments in 


brains and methods, larger yields and returns. 


Their farm cash incomes average more than 


$10,000 
These SF farm subscribers have enjoyed 


614% above the US farm average! 


record prosperity for a dozen years, have 
paid off pre-war mortgages, reduced debts, 
spent billions in expanding and improving 


”0 
— land, livestock, buildings, equipment; better physical plants—have billions still to spend. 
— 7 loday’s homes reflect their prosperity. 
issed see = building ct a dey ttt | 
wai, and redecorating; installing central heating, 
edia, ee Bind ° © GARDEN TRACTOR . . . mobile | 

: modern kitchens, new bathrooms; and ; ; | ] 
azine 4 . # : Te power, today s mechanical horse ; 
ree buy ing draperies, furniture and furnishings _.. Costs from $100 to $292 ee oe 
ail on an impressive scale. As consumers, they circ. mee 
onc. have more spendable income than any 

urban group. by far 
— For sales today, and potential tomorrow 
ed ...to better balance national advertising the most powerful 
save . ; 
nake CORN DETASSLER . . . self-powered, strips tassels schedules...every national advertiser needs 
~ “4 ‘maces . = * 
from six rows of corn ata time . . . Costs $800 to $1500 SUCCESSFUL FARMING. selling force in 
» 4-H " 
etter . the Negro market! 
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a the men s best fe , Sif é feart States Johnson Publishing Co., Inc. 
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ruide where farmers mean big business!. . . Get the facts at any SF office New. York Office: 55 West 42nd Street 
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Formfit Tallies Co-op Ads 

Formfit Co., Chicago maker of 
corsets, reports that 8,311 cooper- 
ative ads amounting to 1,730,034 
lines for both foundation garments 
and brassieres were run by Form- 
fit retailers during the first four 
months of 1953. The total ac- 
counted for 20.4% of all coopera- 
tive advertising in the field, ac- 
cording to Formfit. 
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ANNOUNCEMENT-—This b&w spread in the July 13 Life opens a record-breaking ad 
campaign for RCA Victor's new television line with ‘“Rotomatic Tuning.” The theme 


for the entire campaign, to include 200 newspapers, is ‘More to see. 


. and less to 


do.” J. Walter Thompson Co. is the agency. 


Lake Auto to Laughlin-Wilson 

Lake Auto Radiator Mfg. Co., 
Cleveland, has named Laughlin- 
Wilson-Baxter & Persons, New 
York, to handle advertising for its 


automobile radiator cores, tools 
and supplies. The account was last 


with Robert Holley & Co., which | 


recently merged with Laughlin- 
Wilson. 
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Bureau of Advertising Stresses Need for 
Market Analysis to Guide Resort Promotion 


NEw York, June 16—‘Resort 
areas can realize far greater profits 
during their regular season, and 
can build high-revenue off-season 
business by keying promotions 
more closely to individual market 
patterns,” says Jack Raymond of 
the Bureau of Advertising. 

*«“Fach resort area, like most con- 
sumer products, has its own fixed 
geographic pattern, and, each pat- 
tern insists that promotion be 
‘tailored to fit it,” he added. 

The BofA has found that virtu- 


ally all travel to Canada from the. 


U. S. originates in a 200-mile belt 
paralleling the Canadian border. 
Canada gets 80% of its U. S. visi- 
tors from 10 states, and British 
Columbia draws 91% of its U. S. 
automobile tourists from four 
western states, while 83% of U. S. 
autoists visiting Ontario come from 
six eastern states. 

The resort pattern in the U. S. 
is consistent with the Canadian 
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PHOENIX, 


Arizona's total income soars to $1250 million in 1952 for a 
rousing 421% gain over 1940, a robust 23% gain over 1950 
to lead all other states. And per capita income by 1952 
had shown a solid 316% increase over 1940. The Phoenix 
Republic and Gazette reaches 59% of the homes in this 
exciting potential Arizona market ... and gives you 100+% 
coverage of the booming Phoenix Metropolitan Area where 
more than half the state’s business is done! 
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tourist trade. Hot Springs Na- 
tional Park gets 73% of its visitors 
from 10 nearby states, which 
comprise only 29% of the U. S. 
population. And nine states, with 
38% of the population, provide 
81% of the visitors to Shenandoah 
National Park. 

The foreign travel pattern is 
much the same, Mr. Raymond 


/reported. In 1936, more than 91% 
‘of U. S. visitors to Bermuda came 


from 10 states. These same states 
accounted for 88.8% in 1939, 88.9% 
in 1947, and 89.7% in 1950. 
“These percentages indicate that 
a resort area’s market pattern 
shows no _ significant change 
through the years,” he added. 


s Definition of its market is the 
“key element” in any resort pro- 
motion for regular or off-season 
promotion—particularly the latter 
—and “once the market is defined 
there are two major steps in de- 
veloping a program,” Mr. Ray- 
mond said. 

These are (1) defining the needs 
of the customer in the market, and 
(2) promoting the resort features 
that fill these needs. 

As an illustration, Mr. Raymond 
cited the program that kept Cape 
Cod, which is usually shut down 
after Labor Day, open in 1948. 
From a $12,000 post-season pro- 
motion budget, $3,500 went to 
newspapers, $4,500 for literature, 
and $4,000 for prizes for the vari- 
ous sporting events planned for the 
Cape’s “Indian Summer” program. 


s Advertising—started in  mid- 
August—began in 12 metropolitan 
New England and Middle Atlantic 
states. Within a week 800 requests 
came for the folder offered in the 
ad, and following a second inser- 
tion a week later, 1,500 requests 
were received. The final tally, a 
week after Labor Day, reported 
approximately 3,000 inquiries. 

A check on the number of visi- 
tors resulting from the promotion 
indicated that 54% of the post- 
season visitors came as a result of 
the campaign, and it is estimated 
that 4,800 guests poured approxi- 
mately $830,000 of new business 
into the Cape. 

It represented a return of $243 
for every dollar invested in news- 
paper advertising, Mr. Raymond 
said. 

“Consistency, no matter what 
form of promotion is used, is nec- 
essary,” he concluded. 


3 to Platt, Zachary & Sutton 


Angelique Inc., Wilton, Conn., 
maker of Black Satin, White Satin 
and Gold Satin perfumes and 
toiletries, has appointed Platt, 
Zachary & Sutton, New York, to 
direct its advertising. Formerly 
the company was a direct adver- 
tiser. Two others naming the 
agency are Scrabble Enterprises, 
promoter of Scrabble, a new word 
game, and Production & Market- 


| ing Corp. Stephen Price has joined 


the agency. 


‘Reader's Digest’ Boosts 3 


John H. Breiel, v.p. of Reader’s 
Digest International Editions Inc., 
New York, has been transferred 
from Chicago to New York as ad- 
ministrative assistant to J. B. 
Thomas, v.p. and general manager. 
Andrew J. Conduit, western adver- 
tising manager for the Canadian 
editions of the Digest, succeeds Mr. 
Breiel in Chicago. Harlan McFad- 
den, a field representative in Latin 
America for the international edi- 
tions, will be Mr. Conduit’s assist- 
ant in Chicago. 


Shine Magic Names Seelig 


Shine Magic Co., St. Louis man- 
ufacturer of Instant Magic Shine, 
a new leather renewer, has ap- 
pointed Seelig & Co., St. Louis, to 


direct its advertising. National 
magazines, newspapers, television 
and trade publications will be 


used. 
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Advertising Age, June 22, 1953 


Like to Wade Through Figures? New Report | 
on Status of Shoe Market May Be Your Size _ 


New York, June 16—Despite 
their complaints of aching feet, 


women do prefer comfort over. 


style in buying shoes. 

This, and more important data 
on the U. S. footwear market, was 
disclosed today in the first report 
of a continuing research program 
conducted by Boot & Shoe Record- 
er. ; 

Size of the shoe market, accord- 
ing to the Chilton publication 
study, is estimated at $3 billion 
retail. Nearly seven-eighths of 
this market is concentrated in four 
major classifications: Family shoe 
stores, $809,751,000; department 


| and boy’s furnishings stores, $291,- 


stores, $776,786,000; women’s shoe 
stores, $325,729,000, and men’s 
shoe stores, which include men’s 


934,000. 

These categories total $2,204,- | 
200,000. The remainder is divided | 
among family clothing stores, gen-| 
eral stores, and ready-to-wear | 
stores. | 


® Independent retail shoe stores, | 
the study shows, number 14,143) 
outlets with-annual sales of $769,- | 
845,000. Chain stores (308 control-_ 
ling about 5,500 shoe stores) have 


annual sales of $697,462,000. De-| and men’s and boy’s clothing stores 


O0Dland! AM 


Easy on that hiatus, Hazel 


Maybe you have pegged Grand Rapids as a 
typical midwestern city. And maybe some 
of these cities do look like good axe bait for 


your summer cut-back. But, hold it, Hazel, Grand 


Rapids is different. 


There are more people in and around Grand 
Rapids in summer than in winter. And they spend 
more dough. Because Grand Rapids is right smack 
dab in the middle of “The Vacationland of the Mid- 
west”. (Western Michigan, of course.) 


Not only do Michiganders know how lucky they 


are and stay home summers... 


millions come up 


from less fortunate states to enjoy the woods and 
the lakes and the weather. A glance at the opposite 
columns will tell you they come “loaded”. 


So play it smart. Keep your schedules on WOOD 


and WOOD-TV this summer. 


Tell the client why 


(Katz has all the dope) and he’ll tag you as a real 


smart doll, Hazel. 


GRAND RAPIDS, MICHIGAN 


Grandwood Broadcasting Company 
NBC — 5,000 Watts 
Associated with 
WFBM-AM and WFBM-TV — Indianapolis, Ind., WFDF — Flint, Mich. 
WEOA — Evansville, ind. 
National Representatives: Katz Agency 


COLORADO VISITORS—While attending the meeting of the National Advertising 
Agency Network in Colorado Springs recently, these delegates enjoyed a tour of 
the Alexander Film Co. offices there. Left to right are Mr. and Mrs. Oakleigh R. 
French Jr. and Mr. and Mrs. French Sr. from Oakleigh R. French & Associates, St. 
Louis; Mrs. Jay J. Keith and Mr. Keith. Mace Advertising Agency, Peoria, Ill. 


partment stores numbering 2,682 Taylor Heads Mathieson PR 
have a $642,335,238 shoe volume, 


Robert L. Taylor, formerly v.p. 
with Hill & Knowlton, New York ‘ 


public relations consultant, has 
been appointed public relations di- 
rector for Mathieson Chemical 
Corp., Baltimore. 


Len Gross Advertising Bows 


Len Gross, formerly public re- 
lations director for the Fairmont 
Hotel, San Francisco, has opened 
his own agency, to be known as 
Len Gross Advertising, at 408 
Stockton St., San Francisco. 


r 
COMMERCIAL ARTISTS 
) Specializing in 
ARTWORK 


for low cost Color Reproduction 


,totaling 8,516 have annual shoe 
sales of $112,290,000. 

Chain store operations, the study 
‘shows, are concentrated among 77 
companies, operating 4,392 stores 
with annual sales of $576,975,000. 
This is 83% of all chain shoe sales. 
| For each dollar consumers spend 
‘in shoe stores, they spend $21 in 
food stores, $14 in automotive 
Stores, $11 in general merchandise | 
stores, $8 in lumber and building | > 
‘stores, $7 in eating and drinking | => 
|places, $6 in apparel stores, $5 in 
furniture stores, $4 in service sta- 
| tions, $3 in drug stores, $2 in liq- 
‘uor stores and $8 in other types of 
stores. 
| Within their own retail trade 
| group (apparel), retail shoe stores 
|are third in number of outlets and 
fourth in volume of sales, the 
study shows. Leased shoe depart- 
ments in various types of stores. 
_are estimated at 1,703. These do an . 
jannual business of $147,214,000. 


® Contrary to general opinion, re- | 
tailers say, women as well as men | 
look for comfort and good fit first | 
‘when buying shoes. The second | yp 
‘consideration for men is durabil- 

ity, for women, style; third consid- | 
eration for men is style and for | 
| women it is price. 
| On the average, it was found, 
shoe stores sell between four and 
five different brands of shoes | 
which may or may not be nation- | 
ally advertised, and represent in 
some cases the store’s own brand. 
Despite this, of stores selling men’s 
shoes, 93.3% sell nationally ad- 
vertised brands; of stores selling 
women’s shoes, 92.7% sell nation- 
ally advertised brands; and of 


Woodland! TV 


Woodland is summer's 
cool spot for hot profits 


Take it from the tax collector. There are more people 
spending more moola in this area in summer than in the 
average months for the rest of the year! And these sales 
tax figures from Michigan’s Revenue Department prove it. 


stores selling children’s shoes, 
94.1% sell nationally advertised | T 
brands. | Jiri Mi Al J /J|A S|O|N|D 
. 7 . | 7 - + t ' t 4 
Average price paid for men’s) | $4 200,000 | | 
shoes is $10.88; for women’s shoes, t | t t i t aes 
$ 8; for wor 1en’s hoe ‘aaa | | | 
$9.02; and for children’s shoes, | } } — } ' ad 
$5.16. | | 3,800,000 | 
| - } + + + + + t a 
3,600,000 ‘ Juvenace mown im Pens —manass yl | i 
® Retailers answering the ques- [3 yo 900 | i a, t Peet Uk hao 
tion of how manufacturers can } . } t } { | f —_ 
help them sell more shoes listed | | 4200000 | | | | | | | | [ a 
five major points: More national 3,000,000 | | | I | Bi iq | | | | | 


advertising; more cooperative ad- 
vertising; more local advertising; 
prompt and correct deliveries, and 
reduced prices. 

The study, according to John W. 
Wyatt, research editor of Boot & 
Shoe Recorder, “is believed to be 
the most comprehensive one ever 
made of the shoe market in the U. 
S., and is the only one ever made 
of total retail shoe sales by store 
type.” 

Major source of information was 
the U. S. Department of Com- 
merce. The survey conducted by 
National Analysts Inc., is based 
upon a probability sample repre- 
sentative of all retail shoe outlets 
in the U. S. 


Andre Names Jones Co. 


John Andre, a mail order adver- 
tiser, has announced a sales policy 
change which will see three Andre 
drug products also distributed 
through retail drug outlets. Duane 
Jones Co., New York, has been 
named to handle advertising for 
Protam and Fillex, both dietary 
supplements for reducing, and 
Wayplex, a tonic for gaining 
| weight. 


Based on 1952 receipts from 19 Woodland 
counties. Receipts of each month reflect sales 
of month preceding. 


The U.S. Department of Commerce 
gets into the act by estimating three 
to four million tourists spend more than $200,000,000 in 
Western Michigan each year. Most of this boom business 
occurs in summer, of course. 


So, “Dig that cra-a-azy Woodland market”, Hazel, You'll 
hit paydirt every time. 


GRAND RAPIDS, MICHIGAN 


Grandwood Broadcasting Company 


NBC — Basic; CBS, ABC, DuMONT — Supplementary 
National Representatives: Katz Agency 
Associated with 
WFBM-AM and WFBM-TVY — Indianapolis, Ind., WFDF — Flint, Mich. 
WEOA — Evansville, Ind. 
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Assn. Adopts Principles 
for House-to-House Selling 

To the Editor: We noted with 
considerable interest and satisfac- 
tion the fact that you published 
in your issue of May 18 an excerpt 
from the address of Kenneth B. 
Willson, president of the National 
Better Business Bureau, before the 
annual meeting of our association. 
Our members completely endorse 
the views and sentiments regard- 
ing direct selling that were so ably 
expressed by Mr. Willson. 

As a matter of fact, thanks in 
part to the good offices of Mr. 
Willson and the National Better 
Business Bureau, our association 
adopted at the same annual mem- 
bership meeting on Feb. 5 a State- 
ment of Principles designed to 
promote fair and honest dealings 
on the part of the house-to-house 
instalment industry, and to pro- 
mote public confidence in and 
acceptance of house-to-house in- 
stalment selling. The statement 
calls for honest and fair represen- 
tation of merchandise; uniform 
and clear leases and sales agree- 
ments; no misrepresentation of 


“users oF PASTE-UP-TYPE” 
How to get handled, oct fbr thw 
hy sie paste -up from mult-veuts of, now 
PASTE-UP HAND LETTERIN 


al pennies por werd! 
9 UP TO THE MINUTE STYLES & 


— Wile FOR UTERATURE ATACSAME | QQ 


\ ONITIZED LETTERING 


Dept G, 15 W. 46 STREET NEW YORK 36,.NY 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


‘merchandise sold with reference 
‘to brand names, durability, etc.; 
|no false or misleading methods of 
canvassing; full cooperation with 
|interests of business and the buy- 
ing public; thorough investigation 
of employes prior to hiring; and 
implementation of sound, progres- 


collection of accounts. 


ested in and concerned with the 
promotion of ethics, integrity and 
fair dealings on the part of every 
house-to-house instalment firm in 
the country. 

Epwarp L. Sarp, 

Executive Director, National 

Assn. of House to House In- 

stallment Co.s Inc., New York. 

7 ry > 
Creative Man, Please Note 

To the Editor: Thanks a million, 
Corner, for picking us out of what 
we considered a “buried” position 
in Life—it was so far back in the 
book that we thought they’d lost 
our plates and we’d missed the 
issue. 

We “mentioned” guaranteed 
seven times in many sizes of type 
—and the “three months guaran- 
tee” four times—on the gold labels 
on the soles, in the copy, and on 
the certificate. 

However, we enclose herewith 
reprints of our last three Guaran- 
tee ads in Life which are equally 
modest. 

The facts are (since The Crea- 
tive Man’s headline is “insistent 
on facts”) that resinous soles have 
supplanted leather so that nearly 
60% of all the shoes made are 
non-leather—that 75% of the soles 
used by the repair trade are non- 


| organizations representing the best. 


sive and ethical methods in the 


I would like to stress here that | 
our association is greatly inter-| 


leather. Perhaps we could be par- 
doned on this one ad out of four 
in this series—which doesn’t give 
the details of “double the wear of 


leather, non-marking, etc.” We 
only had “marking” soles by de- 


we could use only reclaimed ma- 
terial. 

One thing seems certain.. .that 
the unusual layout and upside 
down clown really gets attention, 
both in Life and in the windows 
of thousands of repair shops. Some 
of our other more factual efforts 


noticed or put on display. 

So far we’ve bought a million 
Lou Jacobs Change-O-Face masks, 
and it’s not going to be enough. 
Look over the enclosed window 
material and you'll see all the 
child has to do to get one is bring 
any shoe repair job. This cam- 
paign is actually doing a real good 
selling job for us. 

Dick M. JONES, 

Director of Advertising & De- 

velopment, American Biltrite 

Rubber Co., Chelsea, Mass. 


Makeup Man Has His Day 
To the Editor: It isn’t very often 
that a railroad will take it upon 


However, I know the makeup man 


gree during World War II when) 


didn’t make the grade and weren’t | 


Page 56 of your Jan. 12, 1953, 
issue titled: “An Appliance Dealer 
Discusses Discount Selling.” The 
article was written by Harry B. 
Price Jr., president of Prices Inc., 
Norfolk, Va. 

The article was sent to you by 
Berenice E. Conner of Ladies’ 
Home Journal. 

There is so much in this story | 
that applies to retailers in our) 
hobby field that I am sure it would 
be good for them to read it. 

HuGH STEPHENS, 
Editor, The Hobby Merchandis- 
er, Milwaukee. 


Hopes for Annual Check 

of PR Operations 

To the Editor: The lead article 
on the public relations business in 
‘the June 8 ApverRTIsING AGE is 
heartening for the prominent rec- 
|ognition it gives to this business. 
|I think that John Crichton has 
done an admirable job in main- 
'taining objectivity in a field with 
‘few tangibles. 

| Since you have made such a 
‘constructive contribution, I don’t 
want to indicate any dissatisfac- 


tion, but I would like to point out, 
my reaction—and I am quite sure} 


the reaction of others—to the fig-| 
ures as published. 

As I mentioned in the letter I 
sent. ..with our questionnaire, un- 


less an actual audit is made of 


each firm, such a listing inevitably |... 


contains considerable distortions. 
It is unfortunate that in this bus- 
iness exaggeration is inherent in 
the operations of so many and aut- 
omatically carries over into their 
own operations. For example, 
there is one firm that says it has 
approximately 50 employes which 
I know from recent information 
undoubtedly has no more than 27 
to 30. One firm that says its min- 
imum fee is $25,000 a year recent- 
ly acquired an account by under- 
bidding another firm that had 
quoted $15,000. 

There is one firm that claims a 
/number of employes that undoubt- 
| edly includes a long list of “con- 
sultants” whose names appear on 
‘the letterhead primarily for pres- 
tige. This firm lists for vice-presi- 
dent a man who has a full-time) 
|job that certainly keeps him busy | 
a minimum of 40 hours a week. | 

There is another firm that) 


| 


many employes as we, which I 
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sonnel within the last few months 
had fewer employes than we at 
that time. 

Undoubtedly a careful check 
would uncover more examples of 
this. This is not serious except, as 
you undoubtedly recognize in- 
formed outsiders in attempting to 


‘select and evaluate public rela- 


tions firms are too likely to accept 
these figures at face value and— 
the American penchant for size be- 
ing what it is—come to the wrong 
conclusion of the success and cali- 
ber of the firms in question. 

I hope you will decide to make 
this an annual survey, and at the 
same time you will be able to 
set up a system for validating the 
findings. Your surveys of adver- 
tising agencies is justly famous 
and accepted because of its proved 
accuracy, and I know you would 
want your survey of the public 
relations business to be equally 
sound. 

Chicago. 

PuHiLie LESLY, 

The Philip Lesly Co., Chi- 

cago. 


a * * 
Polisher Does It in a Jiffy 

To the Editor: Thanks to J. B. 
Manning for his excellent article 
on the foreign car market. It was 


“s 
ee 
* 


- ee en 


TIME SAVER—Tom Hook of the ad depart- 

ment at Black & Decker, shows how his 

Renault's small area diminishes with a 7” 

automatic electric polisher doing the elbow 
work. 


itself to sell liquid refreshment. | claims to have more than twice as certainly a thorough report. 


An attraction of these little cars 


**Join the rhubarb, babe! New 


Jersey ranks 2nd in the nation 


in percent of 5 and 6 year olds 
drafted into kindergarten.” 


Nore Nows 


Rep ted nationally by O'Mara & Ormsbee, Inc. 


Doiky anc Sundown 


NEWARK, NEW JERSEY 


for the Atlanta Constitution really have been told by their own per-| which is not often mentioned is 
had himself a good joke when he| 
‘made up page 16 on Wednesday, | 


May 27, with our client’s (Central SE 5 cP aR ERO GA gd. 


of Georgia Railroad Co.) ad right 


fou ...in Chicago and out of town continue 


to realize that using DOT precision engraved 
color reproductions helps to reduce 
the customary headaches of 


next to a Cream of Kentucky ad. 

I assume he felt that the natural 
‘result of the bottle of Cream of 
Kentucky is “High time to High- 
| ball.” Was Cream of Kentucky un- 
| happy about this position? Not by 
'a jugful. 

Just thought your readers might 
|get the same kick out of the ad 
'that we and our client did. 
| T. P. Wricur, 
| 


agency-client relations. 


600 West Van Buren Street, Chicago 7 
Telephone: STate 2-5367 


DO 


Beautiful Color Work 


T Engravers Ine. 


Tucker Wayne & Co., Atlanta. 
° e * 


| Retailers in Hobby Field to 
Get Discount Selling Story 

To the Editor: I am writing to 
ascertain if we might have permis- 
sion to reprint, with full credit, 
ithe editorial which appeared on), 


Outstanding Black & White 
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the ease of washing and polishing | likes and needs. Third, the cam- make it for the retailer to use the 


them. 

The attached photograph shows 
how a 7” automatic electric pol- 
isher can cover a Renault’s small 
area in one-half the time required 
for larger American autombiles. 

THOMAS HOOK, 

The Black & Decker Mfg. Co., 

Towson, Md. 

* ” ” 
Most Famous, or Biggest? 

To the Editor: ADVERTISING AGE’s 
most famous issue will be the one 
devoted entirely to the “Frank- 
furter Queen” as appearing in your 
May 18 issue. 

HOWARD LEE, 
Lee Garment Co., Chicago. 


& 2 « 
Give Dealers What They Need 

To the Editor: The April 27 let- 
ter of P. W. Lampertine of Evans- 
ville, Ind., regarding manufac- 
turers’ mats is surely the spark 
that should set off a lot of fires 
in the hearts of many manufactur- 
ers and advertising executives. It 
certainly has in ours! 

For over 30 years, we have 
deeply concerned ourselves with | 
the problems of the retailer and 
the creation of dealer mat ads. We 
have read the results of many re-| 
searches and heard scores of com- | 
plaints from manufacturers that 
their ads are either ignored or sel- 
dom used. Out of our own investi-, 
gations and experience has come 
what we modestly consider to be) 
some rather important conclusions. 

First and foremost, we find a 
general lack of consideration 
among manufacturers and national | 
advertising agencies of the retail- 
ers’ problems and viewpoints re-| 
garding advertising. This involves | 
an understanding of the kind of) 
appeals that bring customers into) 
a store, the size of ads the retail- | 
ers prefer (or can afford), the, 
kinds of layouts that impress them | 
and that will “stand out” in the. 
local newspapers. It involves a 
knowledge of headlines that win) 
quick, favorable attention and a 
copy approach that sounds like a 
retailer talking to his neighbors— | 
not a manufacturer concerned with | 
extolling the superiorities of his | 
product. It involves the knack of | 
knowing which “hook” to use that | 
gets ACTION and builds store) 
traffic. In many cases, the “na-| 
tional slant” of many mat ads | 
causes the retailer to not only re-| 
ject the mats but to resent them. . .| 

We've all heard the complaint, | 
for instance, that the days of great | 
acting in the theater are about | 
over because young actors no 
longer have the chance to perfect | 
their technique in long and varied 
“stock” experience. Doesn’t this) 
same criticism apply to advertising | 
men as well? There is not enough | 
getting behind the counter, not, 
enough door-to-door contact with | 
the consumer, not enough becom- 
ing immersed in the _ retailer’s 
problems of eking out a living on 
Main St. There’s too much “na- 
tional” thinking—not enough 
“local” living. On this point, the 
renowned Amos Parrish once de- 
livered a lecture on what consti-| 
tutes a good retail advertising 
man. He summed up with the. 
phrase, “You must have a selling, 
heart!” He said you either have it} 
or you don’t. If you have, that tal-| 
ent can be developed, nurtured and 
refined only by exposing yourself 
to every retail situation. 


In our experience with many 
companies, we have found that 
best results in the creation of 
dealer mat ads are achieved in the 
following manner. First, someone 
who has a “selling heart” and the 
retail “slant” must be in charge of 
creating the ads. People who have 
worked in specialty shops, behind 
the counter, as salesmen or as 
newspaper solicitors usually do the 
best job. 

Second, this man must work 
with those who are close to the 


retailers and know their likes, dis-_ 


possible. It is not enough to supply 
the retailer with a handful of 
mats of the product and copy sug- 
gestions or incomplete ads and let. 
it go at that. Retailers are usually 


are too close to the daily cash re- 
ceipts to lay long-range plans. 
This gives the manufacturer a 
golden opportunity to supply the 
dealer with a complete promotional 
package. It should include not only 
complete ads but window signs, 
store displays, direct mail pieces, 


‘statement inserts, radio and TV 


announcements, selling suggestions | 
and a basic plan for taking ad-| 
vantage of every selling opportun-_ 
ity. It should also include a simple 
and direct explanation of the na- 
tional advertising campaign and 
how the retailer can best tie in 
with it. 

The entire package should be) 
“sold” to the salesmen and where 
possible the help of the newspa- 
per advertising managers should 


be enlisted. In short, the easier you , 


|paign should be as complete as mats, the shorter is the distance 


between the mailing of your mats 
and their insertion in local news- 
papers. 


ufacturers are coming to realize 


cases the most successful advertis- 
ing they can do is through cooper- 
ation with their dealers. And they 
are more and more aware that they 
must understand the retailer bet- 
ter and concentrate at the point 
of sale to get the most out of their 
mat ad investments. It all gets 
down to this: You can’t go wrong 
when you give dealers what they 


need. | 
JULIAN FRANK 8R., | 4 
Julian Frank & Associates, 
Chicago. 
- e o 


Wants Nu-Enamel Dealers 
to Get AA Editorial 


To the Editor: Thank you very | 
much for the kind mention of Nu-| 
Enamel in your editorial in the) 
May 25, 1953, issue of ADVERTISING | 
Ace. You may be interested in| 


knowing that 


59 


Nu-Enamel, the | of your editorial, with the proper 


originator of the do-it-yourself) credit line, of course, in a bulletin 
idea, is now available in semi gloss to Nu-Enamel dealers throughout 
and flat finish enamel products as the country. 


| well as in the famous high gloss, 
Yes, Mr. Lampertine, most man- product that made it famous. 

We would appreciate very much, 
busy people with limited advertis- that the cheapest and in many permission to reproduce portions Vibrocrafters 
ing funds and experience. ..They 


HAROLD TEMKIN, 
Advertising Department, Nu- 
Enamel division of Burgess 
Inc., Chicago. 


| i 


Geeoil “TELCO BUILDING, ROCK ISLAND, ILLINOIS » 


The QUAD-CITIES 


No. 1 Radio Station. . _-WHBF 


joins the nation’s 


i 
No. 1 Radio Network . . CBS 


Effective July 1, 1953 
Leslie C. Johnson, V.P. and Gen. Mgr. 


W HBF :: 


2-Cr, 
oe va 


Represented by Avery-Knodel, ee 


—no matter 


how much money 


you spend 


or 


how many pages 


you buy 


in other Detroit media 


you still need 
The Detroit Times. 


to cover the 
Detroit Times ‘HALF’ 


of the great and growing 


Detroit Market. 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


The Detroit Times “HALF” of the Detroit Market 
Is Just as Important as the “Other Half” 
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Bolsey Boosts New Camera 


Bolsey Corp. of America, New 
York, maker of 35 mm cameras, 
has begun an advertising, public 
relations and sales promotion drive 
to push summer sales of its new 
Bolsey B-22 Set-O-Matic 35 mm 
flash camera. First of a series of 
ads has appeared in Holiday and 
Time; other ads will follow in 
newspapers and magazines. Deal- 
er kits will be provided through 
Bolsey distributors. Ben Sackheim 
Inc., New York, handles the ac- 
count. | 


Charles Coolidge Parlin, 


Fame.” 


Elected for the same posthumous | 


Parlin ,Dobbs and O’Shaug inessy 
Enter Advertising Hall of F ame 


CLEVELAND, June 17—The late, honor were Jam s O'Shaughnessy, 
often who helped org nize the modern 
called the founder of marketing! advertising age icy 
and commercial research, has been’ Samuel Chandler Dobbs, who went 
elected to advertising’s “Hall of, up and down America spreading 


America's 


FOREMOST 


TOY TRADE 


Magazine 


Only ABC Toy Paper 
Oldest in Field 
leads in Lineage 
\] Write for New Market 

! Oata Folder 


| McCREADY PUBLISHING 
71 W. 2314 WN. YY. 19 


system, and 


‘the truth-in-adve) ising doctrine. 

The announcer °nts were made 
here tonight by Elon G. Borton, 
president of the Advertising Fed-. 
eration of America, at a dinner/cjal research division in 1911 for 
dance highlightir.g the federation’s|Curtis Publishing Co. and con- 
1953 convention. The AFA spon-| ducted it for 27 years. It was the 
sors the project, designed to honor first marketing research organiza- 


tion in the U.S. 
AFA Meeting 


Mr. Parlin, according to the ci- 

‘tation, was responsible “in no 

deceased advertising men who small part” for many of the tech- 

have made lasting contributions to niques used today in marketing 
the advertising business. and advertising research. 

| His early studies of the farm 

® Charles Coolidge Parlin, who implement industry, the depart- 


Charles C. Parlin 


died in 1942, organized a commer- | ment store business and the auto- 
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1S 
HNTHUSIASM! 


Phe 
AmME RICAN WEERLY 
creates WNTHUSIASM 


The American Weekly gives your advertising double-barreled power .. . 


scatter-shot covering action to blanket all major markets, 


rifle-bullet impact for telling penetration of these same key areas. 


* Enthusiasm is interest raised to the buying pitch! 


James O'Shaughnessy 


C. Dobbs 


Samuel 


mobile industry were “complete 
and definitive monumental jobs.” 
Mr. Parlin also was a pioneer in 
selling the values of advertising to 
American business. He dramatized 
for salesmen the opportunities 
they had to use advertising to sell 
increasing volumes of goods. 
James O’Shaughnessy was in- 
strumental in the formation of the 
Affiliated Associations of Adver- 
tising Agencies in 1916. A year 
later, he helped found its succes- 
sor, the American Assn. of Adver- 


'tising Agencies and, until 1928, 
| was its executive secretary. 
le During World War I, Mr. 


O’Shaughnessy played an impor- 
‘tant role in forming the Advertis- 
ing Agencies Corp., a group of 135 
|agencies, donating services to the 
| government. He died in 1950. 
Samuel Chandler Dobbs, a poor, 
junschooled farm boy, rose to “a 
'great and dynamic force” in ad- 
| vertising and became president of 
|Coca-Cola Co. At the age of 41, 
‘with a ndtable name in advertis- 
ling and sales, Mr. Dobbs was 
elected president of the Associated 
Advertising Clubs, forerunner of 
the AFA. 

During his term as _ president, 
Mr. Dobbs traveled 45,000 miles 
at his own expense to promote 
honest, accurate advertising, a cru- 
| Sade he championed until his 
death in 1950. 

First place in the annual AFA 
high school essay contest, which 
drew more than 60,000 entries 
(10,000 more than last year) was 
won by Peggy Busick, 18, of Day- 
ton who plans to enter George 
Washington University, Washing- 
ton, this fall. 

Second honors went to Janet 
Freed of Madison, Wis., and the 
third prize was won by Virgil 
Whitney, 15, Louisville student. 


® Awards for advertising club 
achievement as announced by 
Myles Standish, president of Out- 
door Advertising Assn. of America 
and chairman of the judging com- 
mittee, were as follows: 

For education in advertising: 
Ist award, Advertising Women of 
'New York; 2nd, Detroit Adcraft 
Club, and honorable mentions, 
Denver Advertising Club and At- 
lanta Advertising Club. 

For public relations for adver- 
tising: Ist award, Advertising 
Club of the Columbus, O., Cham- 
ber of Commerce; 2nd, Atlanta 
Advertising Club, and honorable 
mention, Toledo Women’s Adver- 
tising Club. 

For higher-standards-in-adver- 
tising campaigns: lst award, Pitts- 
burgh Advertising Club; 2nd, Dal- 
las Advertising League, and hon- 
orable mention, Milwaukee Adver- 
tising Club. 

For public service through ad- 
vertising: lst award, Oklahoma 
|City Advertising Club; 2nd, Dallas 
| Advertising League, and honor- 
‘able mentions, Cincinnati Adver- 
tisers Club and the Ad Club of the 
Columbus, O., Chamber of Com- 
merce. 


Kohinoor Appoints Kirsch 

Leonard A. Kirsch, formerly 
with Cowles Magazines, has been 
appointed assistant advertising 
manager of Waldes Kohinoor Inc., 
Long Island City manufacturer of 
Truarc retaining rings and groov- 
ing tools and Waldes slide fasten- 
ers. 


— a 


per emer, 2 hea foe Wil Mite mune ee Par aes Oe ie: «AO ae ol Mirth RS eS Rl eee dane SNS ia as Crag 9 aries OR ave ONE imi moult hn ni ep nna on 2s Sa eae eee ns. gh Se Be OC a a cs NE em to MI TN ae tS a ant pee ee SARE ate tr tare 
FAS HR ARN EPR SEERA RS O19 12 aia a enieanemege sh. nage ets cor aa feet, . cakes st eae So 8 Rie PaO on a a ure Tah oie aetna a ee ae cee en ana? oor. a 2 RM ts teen aeons ek Re ere! rT ne ny sere mee ot ge (gen a 
it eee Mie i Secs ae se PS FA ag a pig e ay a aa Gee aes ae he ra pa: e Z ue ee ep PRT, ie fe i °) : ue pene “i eS Stee oe. Bee: ae, t 4 ie o hears 
san ea as. aos Pent OR ae ow oa peat Ee Ore aay ito ei oa pegs s ioaieie, “wage ak a Pane. = s, FE Ooh Nae mre mainm SA abo core aE eae teers a 4 
LE SE aa 
Ad 
= Advertising Age, June 22, 1953 
5 ees = 12 lial = 
: aq vee ” ; * mee he ? as \ 
il ¥, oe es. <a 
ag a fad ; ee y a a 
4 ee 5 thee, * 7 “ : e ; ne’ 
ghee Cee : a 
% ~ se ‘ ts ig. ay ,% ce # 2 - 4 im a Ad 
ee: ta ~~ . ek —— oul 
— Bea Bi ‘ Slt a De 
y. 
€ ‘ 
. ser caapcinne oiemmaaa SE pu 
tio 
2 wewcen: the 
A \\ | ‘ 
aca \\\ 7 " 
Be i ce “ 
ee = ; ’ Jul 
ial national magayine of te tou iN ts 
zie. ; “ny i Oy a ey i pose 
ae r. Mie, MG oa % er j j ? MAiI | ing 
ae t \ thr 
: aes ile. es Li M\ i} fre 
is ee ce: 
eas satchel 
eee eeeeeeeeeeemm™ } pe! 
) } a} 
yer oy oa 
ae un to 
” , fA IL oe Ez 
pane eoe A . > C } 
i sea ZZ Pa i : _& . 
3 LG lle co Re 
. 4 EZ oy (* 6 VA am ee) pa 
‘ YI 4 CSS do 
ma % 4 “ iy a = SSS P- 
a \ a ty NZ 7 2 th 
a ™ H] VE La . =i a ~S i a 
eae 4 = V4 4 , sos . aS hi = the 
es : ' AA A) ? ) ARF 
cu - HB , LY] § be 
ty : < ESW/A th 
' , Ly o 
cites ' ( W4 Vy,” W 
ee a, y : y 4 Ww 
: { F ° Li 
a | ' A 
eet as ' V7 ‘Seg it 
ee ia .?” 
= at ' A - : ) 36 
Be . a $2 
an a ™ 
: ci ' fd 2 IS r 
es: ' an f a 
be at / ¢ = = t lic 
gece ‘A 
‘a A i \ 1 cli 
Ree a4 
ad ; KS fe y ! \ ‘ : co 
eae \ > } en 
E i : " 1 { C > \ j he 
Pee, ‘ 1 AT > . \ wi 
: —s cli 
me ' a ie 
oe ! “2> S>- lic 
\ CL a 
se ww e 
a eis 3 . | 
hes | \ un)! _—" 
pias: \* iN \y \V \| ! ‘ 
bs IMU ! bl 
ee ~ pI 
ico a 1S \ ar 
on \ e pe 
" is ! 
i i 
ce . 
oan ' w 
os ee | pl 
are ' “- 
oe to 
1 to 
bee ot 
fiook Ji 
—_ =2 M 
= 
sacra e 
Et ee si 
es 7 
aol c 
oe fe 
ose if 
. $: 
; in 
| ee . 
al 
ee b 
| ee : 
1! 
W 
a 
Salis | 7 
ae 
AE re 
; . re 
ae Ss 
b « hae 2 : wt er: eats “ rot inh ey ome Booker > > at be & Pa adhe at ae ete Vee Es .: Le! ae 3 os id * 7 mr Satta ae = : aa ye ae ee sare i 4 at. 4 


om wt 


— 


Be ET EG ERIE 


Advertising Age, June 22, 1953 


Along the Media Path 


e Automotive News has issued a 
new market and media data folder, 
following the National Industrial | 
Advertisers Assn. outline through- 
out. Copies are available from the | 
publication in the Penobscot Bldg., | 
Detroit 26. 


e The Scranton Times on June 6 
published a special television sec- 
tion—35 of its 51 pages—to hail 
the debut of WGBI-TV on Chan- 
nel 22. 


e Despite the tornado disaster 
which hit Worcester, Mass., on 
June 2, WTAG and WTAG-FM 
were able to service the area with 
continuous day and night report- 
ing. The following day, WTAG, 
through the Canadian Broadcast- 
ing Corp. service, presented Wil- | 
fred Beauliue, publisher of Wor- | 
cester’s French-language newspa- 
per, Le Travailleur, broadcasting | 
a report of the disaster in French. 
to Canada. 

WVOM, in Boston 39 miles) 
away, managed to beat the news-| 
papers with the story of the torna-_ 
do. A mobile broadcast car reached | 
the scene within 27 minutes after | 
the catastrophe was reported and 
began broadcasting interviews with 
the victims and rescue squads. The 
mobile car had been waiting in. 
Walpole, Mass., to broadcast a 
Little League baseball game when 
it received the alert. 


| 
e KSTM-TV, St. Louis, Channel | 
36, has begun construction of a 
$200,000 modern design building. | 


e The Boston Post created a mil- 
lionaire’s club to promote its clas- | 
sified advertising. Included in the. 
club were the Post’s classified | 
copywriters, women whose experi-| 
ence in writing the copy had. 
helped sell more than a $1,000,000. 
worth of goods and services for 
clients. The women were featured, 
with names and pictures, in a ser-_ 
ies of ads in the paper. The mil-. 
lionaire’s club idea also was pro-| 
moted over the Post’s radio and 
television programs. 


e The Hartford Times is building 
a one-story brick and cement) 
block building for storing news- 
print. The building will be 140x72’ 
and will house 60 carloads of pa- 
per—a six-week supply. 


e Cotton production is shifting 
westward to California’s huge 
plantations and away from the 
small Old South farms, according 
to a survey completed by the Cot- 
ton Trade Journal. Copies may be 
obtained from John A. McIntosh 
Jr., director of research for the 
publication, in the Hickman Bldg., 
Memphis. 


e Holiday has issued a_ pocket- 
size fashion guide for department 
stores to use, entitled “What to 
Wear, Where.” The book is a guide 
for travelers on what kind of 
clothes to wear in traveling in dif- 
ferent areas. Stores can get exclu-| 
sive promotion rights to the book, 
if they buy 500 copies or more at’ 
$25 per 100. The store name is| 
imprinted on the back cover with- | 
out extra charge. Bantam Books 
also will publish an edition of the, 
book to sell nationally. 


e Effective with the January, 
1954, issue, Fisherman Magazine 
will have a new circulation guar- 
antee of 150,000, a 50% gain. Sin- 
gle-page rate will go from $535 to 
$749. 


e An audience survey has been 
released by Newsweek and is 


available from Arthur McAnally, 
research director, at 152 W. 42nd 


|made among 2,799 readers and in- 
_terestingly enough shows the aver- 
age combined family income of 
Newsweek readers is $11,896. 


e The Hartford Courant is run- 
ning a course in bait casting at a 
local park casting pool. 


e Capper Publications’ household 
sales data books are now available. 
Copies of these studies may be ob- 
tained through Victor Hawkins, 
director of research, at the pub- 
lisher’s headquarters in Topeka. 


e The average subscriber to 
Scientific American spends four 


hours a month reading the maga-_ 


zine, according to a just-completed 


‘a middle-class 


readership survey. The survey also 
shows 87% save their copies. A 
pamphlet based on the study is 
now being prepared. 


e Newsdealer Magazine’s July is- 
sue has a three-dimensional cover. 
The cover is printed in two colors 
which merge into a picture with 
depth when viewed through spec- 
tacles bound into the magazine. 


e CBS Radio premiered its new, 


16-minute, full-color animated 
film, “It’s Time for Everybody,” 
at Ciro’s in Hollywood on June 16. 
The film points out that the na- 
tion’s real income has doubled in 
15 years, but that the income is 
now more evenly distributed, with 
absorbing the 
“underprivileged third.” 


eCrosley Broadcasting Corp., Cin- 
cinnati, reports that 53 Ohio Val- 
ley newspapers cooperated on its 


“Program Director Contest” con- 
ducted by its three television sta- 
tions in Cincinnati, Dayton and 
Columbus. Through the newspa- 


61 


pers, readers were awarded prizes 
for the best ideas on programming 
for television. The newspaper edi- 
tors were interviewed on the Cros- 


answer in the table of contents . . 
Carnegie .. 


executives. That's why more 
and more advertisers are find- 
ing The Rotarian a mighty good 
place to spread the gospel 
about their products 


een 


—— 


Ever wonder why 


The Rotarian Magazine has such o high readership rating? You'll find the 
. with such big name writers as Winston 
Churchill, Andre Maurois, Chas. 


F. Kettering, Maria Montessori, Dale 


. and plenty of others. 
There are 296,822* of these readers .. 


. and they ore oll upper bracket 


Rotarian 


35 €. WACKER O8., CHICAGO FB, thE. 


*296,822 net paid ABC, Dec., 1952 
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First prize for Best Single Issue in Industrial Marketing's 
Annual Editorial Achievement Competition during 1952, 
went to HOTEL MANAGEMENT for its Annual Hotel 
“Planning Today for the Hotels of Tomorrow.”* 


Study, 


First prize for Best Single Issue in Industrial Marketing's 
Annual Editorial Achievement Competition during 1951, 
went to HOTEL MANAGEMENT for its Annual Hotel 


Study featuring Miami Beach hotels. 
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First prize for Best Graphic Presentation went to HOTEL 
MANAGEMENT for the 


“Re-design of a Business Man's 
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without a thought of fame 


Walter O. Voegele, editor, 1s the man pri- 
marily responsible for the editorial excel- 


4 FIRST AWARDS IN 2 YEARS 


Day in and day out — 


Mr 10 
ie 
Bn 


First prize for Best Series of Articles in 1951 also went to 
HOTEL MANAGEMENT for its series on the “Hilton 
Development Program.” 


year after year — the editorial staff of HOTEL MANAGEMENT is 


continually searching for new methods of presentation and ideas to stimulate and maintain 


reader interest. 


To have these efforts recognized and applauded by the coveted Industrial Marketing 
Award is, indeed, an honor. 


lence of HOTEL MANAGEMENT 
magazine. He is recognized as one of the 


top authorities in the horel industry. His 
annual hotel studies have been used as text 
books in Horel Universities since 1937, 
when he first became associated with the 


Ahrens Publishing Company. 


St., New York. The survey was 


201 No. Wells St., Chicago, III. 


AHRENS PUBLISHING COMPANY, INC. 
71 Vanderbilt Ave., New York 17, New York 


Yes, it's nice to be appreciated. 


publishers of 


Hotel Management, Restaurant Management, 


Restaurant Equipment Dealer, Hotel World Review, 
Travel American Guide 
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2 Join True Story Group 

Charles M. Edler, formerly with 
Everywoman’s Magazine, has 
joined the eastern sales staff of 
True Story Women’s Group, New 
York. Robert J. Kerrigan, who was 
with the now suspended Family 
Life, has also joined the women’s 
group sales staff. 


Ober, Schooler Join Esty Co. 
Bernard H. Ober, formerly re- 

search analyst for American 

Broadcasting Co., New York, and 


sales research, and consumer re- 

search director, respectively. 
James M. Stewart, formerly ad- 

vertising manager of the J. T. Ba- 


ker Chemical Co., has been named 
assistant account executive on the 
National Carbon Co. account. 


Kermit. K. Schooler, previously 
study director, survey research 
center, University of Michigan, 
have joined William Esty Co., New 
York, as supervisor of media and 


‘This Week’ Boosts Lalley 


WAbash2-1204 


oquessive 


MATRIX COMPANY |: 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


Frank E. Lalley, since 1949 Pa- 
cific Coast manager for This Week 
Magazine, has been promoted to 
manager of the magazine’s Cin- 
cinnati office. Mr. Lalley succeeds 
Leslie A. Weary, who will retire. 
The Cincinnati office has charge 
of national advertising for south- 
; 73 ern Ohio, Kentucky, Virginia and 

“ West Virginia. 


“ 


Peller Brewing Names Tandy 


Peller Brewing Co., Hamilton, 
Ont., has appointed Tandy Adver- 
tising Agency, Toronto, to handle 
advertising. Previously, 
Gent Advertising Agency, Toronto, 
had the account. 


> 
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U.S. Sweet Tooth Bit into $1.7 Billion 
Worth of Candy During 1952, NCA Reports 


New York, June 19—Ameri- 
cans spent $1,750,000,000 in 1952 
for candy, and 1953 sales are ex- 
pected to exceed this total. 

Addressing more than 7,000 
confectionery manufacturers and 
suppliers, attending the 70th an- 
nual National Confectioners Assn. 
meeting, John H. Betjemann, A. 
C. Nielsen Co., said that “the con- 
fectionery industry is one of the 
giants among the basic foods with 
per capita consumption for can- 
dies runing three-and-a-half times 
the consumption of wheat and 
corn cereals combined.” 

Citing a need for competition 
“in products, in price, and in per- 
suasion,” Arthur H. Motley, presi- 
dent of Parade Publications, said 
that “more money must be spent 
on distribution, not less. 


VALUE OF FARM PRODUCTS SOLD 


PERCENT WITH INCOME $10,000 A YEAR AND OVER 
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VALUE OF LAND AND BUILDINGS 


MIDWEST UNIT 


Midwest Farm Paper 
SUBSCRIBERS 
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FARMING 


40 REMAINING 


STATES U.S. AVERAGE 


IS BIG BUSINESS... 


GET YOUR COPY 


UU The U.S. Census Bureau 
“> . was commissioned to 

; compare Midwest Unit 
Farm Subscribers with 
other farmers of the 
nation. Results of this 
study make it possible to 
give you a highly reliable 
picture of the tremen- 
dous sales potential there 
is for you in the terri- 
tory. Delivering your 
message is a simple one- 
package proposition of buying the Unit —one 
order, one plate at a substant ial 


A mass market means more readers per dollar. 
A class market means more income per prospect. 
The combination of mass and 


class means more 


it means the Midwest farm market. 

In this predominately rural 8-state territory 
advertisers have the unusual opportunity of 
reaching 9 out of 10 of the best 
through the five localized farm papers of the 
Unit. 

The 1,290,341 farm family subscribers of 
Midwest Unit papers have 

e@ Incomes that are more than double the average 

for the remainder of the country. 
@ Three times the percentage with incomes of more 


arm families 


@ Investments in plant (land, buildings, machinery) 


savings in rates. 


Sales Offices at 250 Park Avenue, New York 17 .. . 59 East 
Madison St., Chicago 3... Russ Building, San Francisco 4...1324 
Wilshire Boulevard, Los Angeles 17 ... 505 Ervay St., Dallas 1. 


AND GOOD LIVING! 


“It should be apparent to all 
that nothing happens until some- 
body sells something, and more 
‘important, that everything is sell- 
ing,” he added. 


s Changes in our economy—in- 
creased purchasing power, em- 
ployment, education level, num- 
ber of children, size of families, 
and population shifts to suburbs— 
as well as distribution changes 
| were interpreted by Arno H. John- 
|son, v.p. and director of research, 
J. Walter Thompson Co., as mean- 
‘ing “that both brand recognition 
and impulse buying have increased 
| in importance, while the selling 
jinfluence of the clerk has nearly 
|disappeared in grocery outlets. 

“Advertising to establish brand 
recognition and _ preference, as 
well as improved packaging, dis- 
play and merchandising assume 
preliminary importance now in 
selling,’ he added. 

“The rapid changes that have 
taken place in the last few years 
in our economy point to a favor- 
able opportunity for expansion 
in the per-capita consumption of 
candy. But the realization of that 
increased market will depend 
largely on the skill with which 
products in this field are adver- 
tised and promoted. 

“Careful market analysis will 
be essential in establishing sound 
advertising policies,’ Mr. Johnson 
concluded. 


# Leon J. Levenson of American 
Theatres Corp., who is also con- 
cessions chairman of the Theatre 
Owners of America, called for 
greater cooperation from manu- 
facturers in advertising the movies 
and candy—because “movies and 
candy seem to go together like 
bread and butter.” 

The sales of candy in theaters 
can be accomplished by a five- 
point program, Mr. Levenson 
said. 
| 1. Before bringing out new items 
| manufacturers might consider how 
they will be accepted by the thea- 
iter trade. Crackling packages em- 
_barrass the consumer while dis- 
turbing other patrons. 

2. NCA should help establish a 
| uniformity of box count. 


3. Manufacturers. should _in- 
| crease the variety of 10¢ bars, but 
|they must be of good quality and 
full value—not merely a 5¢ bar 
to sell for 10¢. 
| 4. Confectioners should supply 
practical sales aids for use at the 
|point of sale. 

5. To boost the movie-going 
| habit which has been lost to tele- 
'vision or other entertainment me- 
| dia, candy makers should use their 
‘regular radio, television, maga- 
| zine or newspaper advertising, Mr. 
Levenson declared. 


Promotes Downytflake Waffles 

Waffle Corp. of America, Phila- 
delphia, has released an extensive 
newspaper campaign for July and 
| August, as a tie-in with the Amer- 
‘ican Dairy Assn. ice cream festi- 
val. Downyflake waffles and ice 
cream will be featured in the copy. 
Promotion will run in 134 news- 
papers from coast to coast. J. M. 
Korn & Co., Philadelphia, is the 
agency. 


Ad Agency Names PR Agency 

William Von Zehle & Co., New 
York agency, has retained the Eth- 
os Organization, New York public 
relations and audience promotion 
counsel, to establish and admin- 
ister a complete public relations 
program. Von Zehle formerly had 
its own internal public relations 
operation. 


Biow Co. Appoints Two V. P.’s 

Ben Alcock, head of the televi- 
sion commercial production de- 
partment, and Roy Winsor, in 
charge of creative programming 
for radio and television for Biow 
Co., New York, have been ap- 
pointed v.p’s. 
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Advertising Age, June 22, 1953 


84,819,000 Barrels 


of Beer Went 


Down American Throats Last Year 


New York, June 17—Ten brew- 
eries sold 34,608,000 barrels, or ap- 
proximately 40.8% of the national 
beer volume, in 1952. These ten are 
expected to account for an even 
larger volume in 1953. 

The larger breweries are spend- 
ing more each year for advertising 
and promotion, the average today 
being $1.35 to $1.40 per barrel. 

The consumption of beer in the 
home has shown a phenomenal rise 
since the ~epeal of Prohibition, 20 
years ago. The ratio of packaged 
beer sales to total U. S. volume in 
1933 was 31.6%. In 1952 it was 
74.7%. 

These facts are among highlights 
of the 12th annual edition of 
“Brewing Industry Survey,” to be 
released Monday by Research Co. 
of America. The 144-page study 
contains factual and special re- 


| reflect the increasing bite on net 
profits from four major sources: 
(1) competition, (2) excise taxes, 
(3) income taxes, and (4) miscel- 
laneous taxes. Greater efficiency 
at the production, administrative 
and marketing levels, Mr. Fein 
Says, are imperative if brewers are 
to maintain and improve their 
positions and profits. 


Grocers Assns. Plan Merger 
Representatives of the National- 
American Wholesale Grocers Assn. 
and the United States Wholesale 
Grocers Assn. have concluded ar- 
rangements, subject to ratification 
by the membership of both groups, 
to form a new unified association 
composed of membership of both 
groups. The new association name 
will be announced after both mem- 
berships have ratified the proposal. 


ucts division of United States Rub- | 
,ber Co., Naugatuck, Conn., effec- | 


Los Angeles Publicists Elect Bill Walsh Joins Weed & Co. Rogers Joins Screen Gems 


Joe Micciche, coordinator of ra- Bill Walsh, formerly media di- Richard H. Rogers, formerly in 
dio and television for the Los An- rector of John C. Dowd Inc., has, business for himself, has joined 
geles County board of supervisors, joined the Boston office of Weed Screen Gems Inc., New York, in 
has been elected president of the & Co. to supervise spot radio sales. a sales service capacity. 

Publicity Club of Los Angeles. 
Other officers elected are Carroll 
Sugar, Batten, Barton, Durstine &! 
Osborn, Ist v.p.; Emerson John-| 
son, Bank of America, treasurer, 
and June Barth, Carson-Roberts, | 
secretary. 


U. S. Rubber Names Noonan | 


| 
Chester J. Noonas_ has 


been | 
named yv.p. and general manager 
of the footwear and general prod- 


Fg 4 yy 
tive July 1. Mr. Noonan succeeds le 4, 
Walter H. Norton, who will retire. | 


ee 


‘ Key to the Sportsman Market 


If your product appeals to Men . . . Remem- 
ber: You reach the sportsman who spends 
through Hunting @& Fishing Magazine! 


Write for Man Market Data Folder. 


Revlon Buys Summer TV 


Revlon Products Corp., New 
York, begins the “Revlon Mirror 
Theater,” a summer series of half- 
hour dramas over NBC-TV June} 
23 at 8 p.m., EDT. William H.| 


Weintraub & Co., New York, is 230 €. Ohio St. * Chicago 11, Ill. 
the agency. 
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search data covering the produc-. 


tion, distribution and consumption 
of beer in the U. S., Canada and 
Mexico. 


® Beer consumption in 1952 to- 
taled 84,819,000 barrels, or a per- 
capita consumption of 16.8 gallons. 
This compares with a high of 18.7 
per-capita consumption in 1945, 
and the record barrel sales of 87,- 
076,141 in 1947. 

A. Edward Fein, managing di- 
rector of Research Co. of America, 
points out that the per-capita pic- 
ture is affected by two basic fac- 
tors: (1) “Beer, like other alcohol- 
ic beverages, has suffered from an 
increasing excise tax burden,” im- 
posed by federal and state govern- 
ments, and (2) “the booming infant 
population decreases the per-capi- 
ta ratio.” 

The new study lists the big ten 
brewers as follows: 


Brewer Barrels 
(000) 
1 Jos. Schlitz Brewing Co. . .6,347 
2 Anheuser-Busch Inc. ... .6,034 
3 Pabst Brewing Co. ...... 4,047 
4 P. Ballantine & Sons ... .4,038 
5 Miller Brewing Co. ...... 3,043 
6 Liebmann Breweries* .. .2,875 
7 F. & M. Schaefer Brew- 
il er re 2,485 
8 Falstaff Brewing Corp. . .2,277 
9 Jacob Ruppert .......... 1,800 
10 Blatz Brewing Co. ...... 1,662 


*Estimated 


8 The study points up the increas- 
ing importance of advertising in 
the beer marketing picture. Com- 
menting on this, Mr. Fein told AA 
that a study made in 1950 showed 
an average expenditure for adver- 
tising and promotion by most U. S. 
breweries was $1.26 to $1.27 per 
barrel. Today, he said, the esti- 
mated average is between $1.35 to 
$1.40 per barrel. 

The increasing use of television 
by leading national brewers, he 
said, is changing the pattern of 
past years, and presumably has 
been a factor in the increased con- 
sumption of beer in the home. 

The trend toward concentration 
of beer production in the hands of 
larger manufacturers continues, the 
survey shows. The heavy cost of 
modern brewing and _ bottling 
equipment has proved a handicap 
to the smaller companies. The trend 
toward packaged beer has also fa- 
vored the larger operators who can 
finance the large advertising cam- 
paigns necessary to win and hold 
brand acceptance. 


@ The survey contains an analysis 
of sales and income figures of 25 
typical breweries. In 1949 these 
companies had gross sales of $599,- 
039,000, net income of $57,479,000, 
with 9.59% ratio of net income to 
sales. In comparison, 1952 gross 
sales were $731,797,000, net income 
was $37,509,000, with a ratio of net 
income to sales of 5.12%. 

These figures, it is pointed out, 


Answer to an Advertisers Dream 


~—these millions with BUY on their minds! 


Ww the members of 3%4-million families pick 
\ up their copies of Better Homes & Gardens, 
they immediately slip into the kind of buying 
mood that advertisers dream about. 


This buying mood is created by the very nature 
of BH&G. Every page of every issue features 
practical suggestions on how readers can make their 
homes and their lives better and more enjoyable— 
so it’s natural that BH&G families are interested 
in products that can help them 
achieve this. 


The result is an audience thatalways 
reads both editorial and advertising 
—with BUY on their minds. 


BH+G BUY oLGICAL BRIEFS 


@ Response. Proof that BH&G is the hardest- 
worked and hardest-working magazine, stems 
from the fact that BH&G contains more adver- 
tisers seeking inquiries than any other major 
magazine. 

@ Christmas buying. 3,080,000 BH&G families 
bought Christmas gifts for their homes in 1952. 


@ Circulation gains—For 28 of the past 30 years, 
BH&G has shown an increase in total circula- 
tion—and it is now at a new high—3*4-million. 


MEREDITH PUBLISHING COMPANY, Des Moines, lowa 
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WANTED 


Experienced TV film regional rep- 
resentative or salesman to handle 
well-established 15 minute show. 
Excellent opportunity. 

Box 550 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


SALES PROMOTION WRITER 
Exceptional opportunity for experienced 
man who can tie together all the details 
of exciting sales promotion assignments. 
Must have flair for copy. Radio, motion 
picture or TV sales experience would be 
helpful. Salary depending on adaptability 
to our needs. Resident Metropolitan area. 
Write fully. Replies confidential 

Box 552 ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


Available 
An idea man who knows how to get things 
done! Diversified background all phases 
advertising, sales promotion, merchandis- 


SPACE SALES MANAGER 


Extraordinary growth of engineering mag- 
azine in its first year develops opening 
for midwestern manager in Chicago to 
replace successful retiring representative. 


Excellent opportunity with fast growing ing, public relations, large get national 
magazine in rapidly expanding industry. products. Experienced as part of top man- 
Salary plus commissions. Minimum of agement in handling all administrative 


three years space sales experience re- advertising responsibilities and sales dept. 


uired. Engineering training preferred. liaison. 
Send résumé to Box 555, ADVERTISING Box 548 ADVERTISING AGE 
AGE, 801 Second Ave., New York 17, N. Y. 200 E. Illinois St. Chicago 11, Til. 


|} offices in Wisconsin's 


If you're searching for a competent, versatile 
SALES PROMOTION and ADVERTISING MANAGER 
with vision & youth, a mature 24 yrs. experience 
This Man Welcomes Your Inquiry 
Age 42, Family, Vet., Employed. Finest References. Manu- 
facturing, Sales, Retail Experience. Résumé or Interview. 
+ Creative Layout & Copy « Campaigns, Budgets, Plans + Production 
« Newspaper-Magazine-Radio-TV ¢ House Organ * Direct Mail 

x 554 Advertising Age, 200 E. Illinois St., Chicago, Ill. 


24 Yrs. Exper. 


A MESSAGE TO ONE OR TWO 
UNHAPPY AGENCY CLIENTS 


I wish to communicate with the executives of one or two com- 
panies that are dissatisfied with the service now provided by 
their advertising agencies. 
To these unhappy advertisers I offer a possible solution of their 
agency problem. 
These companies, either consumer or industrial, probably each 
budget from $200,000 to $500,000 a year for advertising and pro- 
motion. For that money each expects and deserves far more 
than just the usual creative and media services . . . more than 
just space or time advertising. 
These companies expect—but don’t get—a basic merchandising 
ingredient. 
This missing ingredient is integration of their entire promotional 
and sales activity. It is the purposeful planning of their entire 
sales effort . . . from market forecast through production plan- 
ning, to advertising, promotion, and sales. 
In that purposeful merchandising plan, advertising and all other 
sales activities are geared together . . . work together . . . com- 
plement each other . . . to make the total program the most 
productive possible of sales and profit. 
Because these companies lack that vital planning help from 
their agencies, they are unhappy. That is where I may fit in. 
Let me tell you why and how. 
Right now I am a sales and promotion executive of a large, 
nationally-known and respected company. While I have a broad 
background in sales, merchandising, and promotion (both cre- 
ative and administrative), my specialty is planning for sales... 
integrated planning as discussed above. 
The name of my present company, my position, my references, 
earnings, and record all will be convincing evidence of my 
professional stature. Incidentally, I am not and have not been 
associated with any agency. This is not the pitch of a “between 
jobs” account executive. 
In my work I frequently observe companies that lack the sales- 
planning leadership basic in the services of a good agency. 
Because of this . . . because I feel I will be of more use serving 
such companies . . . and candidly, to make more money . . . I 
expect to resign my position. 
Then, for one or two dissatisfied agency clients I can provide... 
at no cost to the clients . . . the basic sales planning . . . the 
integration . . . broadly described here. 
If it would appear that our association could be helpful to you 
... either as described above or for some other reason . . . my 
proposal is simply this: — 

From the many fine agencies available we'll choose 

the one best suited to your needs. It might even be 

your present agency fortified with my experience 

and viewpoint. 

After selecting the agency best suited to your needs 

I will act as your account executive with particular 

emphasis on the integrated planning you demand. 
The advantages of this proposal to you (and to the chosen 
agency) are manifest. Most important you will have for your 
agency representative a man you have selected with a view to 
your problems . . . a man literally part of your organization . . . 
a man interested only in building for you a complete, integrated 
sales and promotion plan. 
If you are unhappy with your present agency service .. . or for 
some other reason feel I might be of help to you. . . I would be 
pleased to hear from you. Your inquiry will be held in strictest 
confidence. Please address 


JXB — Room 502 670 N. Michigan Avenue 


Chicago, Illinois 


HELP WANTED 


CREATIVE ADVERTISING MANAGER 
Here's that ‘“‘once in a lifetime’? opportu- 
nity if you're tired of the city but not 
tired of producing bang-up work for top 
drawer accounts. Small, 23 year old agen- 
cy has unusual opening for highly tal- 
ented, experienced artist who can cre- 
ate rough ideas, produce clean comps, 
do some finishing and have a general 
knowledge of production. Finest modern 
best known 50,000 
pop. city. Ideal family living next door to 
fishing, hunting and all recreation. Good 
income—unlimited future. Send complete 
information first letter. Chicago inter- 
views arranged. 

Box 5805, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


CIRCULATION PROMOTION 
Top opening for 
manager for rapidly growing consumer 
magazine with over 400,000 paid mail cir- 
culation. Direct mail copy experience plus 
personal and telephone sales ability neces- 
sary. Chicago location. Salaried. Send de- 
tailed personal and business data to 
HOME MAINTENANCE & IMPROVE- 
MENT, 139 N. Clark St., Chicago 2, IIll., 
Attn: Miss Lynn. 


|design of visual sales aids; 
|familiar with production details in con- 
| nection with 4-color sales literature. Pre- 
|fer married man with minimum of 10 
circulation promotion | 


|The right man - the man we hire will 


} THe ApVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—tweo) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.75 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 
MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 11, ILL. 


SALES PROMOTION MANAGER 
International organization 


opportunity to offer an experienced pro- 
motion man, preferably with direct-to- 
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New Book Explains 
| TV Film Production 
Process to Laymen 


| New York, June 16—In his new 
book, “The Handbook of TV and 
Film Technique” (Pellegrini & 
Cudahy; $3), Charles W. Curran 
undertakes the difficult task of ex- 
/plaining a highly complicated and 
complex skill in non-technical 


| 


with head- terms. 
quarters in Chicago has an outstanding | 


The book succeeds very well and 
will be gratefully received by ad- 


consumer promotional experience. He will vertisers and agency executives 


plan and supervise, internally, this Com- 
pany’s large-scale promotional activities, 
backing up the Sales Department and its 
Branch operations, selling direct to homes 
and offices. Should be good at layout and | 
should be 


years experience. 
have a lifetime opportunity plus execu- 
tive retirement plan. You and your staff 
will work in air-conditioned offices. 
Give complete details including starting 
salary in first letter for interview with 
V.P. in Charge of Sales. 

Box 5807, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 


REPRESENTATIVE WANTED 
Long established manufacturer of Mechan- 
ical Window Displays and Sales Demon- 
strators in quantities selling to National 
Advertisers wants a capable sales repre- 
sentative calling on similar large accounts 
in principal cities. Exclusive territory, 
commission basis. Send full details. 

Box 5806, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Old established middle west feed manu- 
facturer seeking advertising man. Experi- 
enced. Good references. 

Box 5774, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


ADVERTISING 

Space Salesman 
To call on textile and trimmings firms. 
Drawing against comm. with good oppor- 
tunity for ambitious worker. Write in de- 
tail to Mr. Frederick, Apparel Manufac- 
turer Magazine, 1133 Bway, N. Y. 10. 


ADVERTISING SALES PROMOTION 
Excellent salaried opportunity open in 
Chicago for media promotion man to han- 
dle sales promotion and market research 
with multiple business paper publisher. 
Understanding of advertising space sales 
and ability to plan and write copy re- 
quired. Our personnel know of this ad. 
Send detailed personal and business data 
to Box 5804, ADVERTISING AGE, 

200 E. Ulinois St., Chicago 11, Il. 


ARE YOU 


THIS SALESMAN? 


One of the oldest and largest pub- 
lishing firms requires an aggres- 
sive, young, Junior advertising 
salesman to understudy two top 
men. Opportunity unlimited for 
one who works intelligently. Will 
work out of Chicago headquarters 
. . « some travel. Knowledge of 
mining and building helpful but 
not essential. Salary, commission, 
travel expenses. Write, stating 
qualifications for an interview. 
Address Box 553, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


PRODUCTION MANAGER experienced 
directing and training staff; needs basic 
ability to set up work quotas and instruct 
clearly but major requirement is success- 
ful record as executive. Opportunity for 
ad manager, art director, account execu- 
tive seeking wider responsibilities. Steady 
year-round job, air-conditioned plant, 
many insurance, bonus and pension bene- 
fits. Reply confidential. Please give back- 
ground, reason for change. 
Box 5787, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
SPACE REPRESENTATIVE 
DETROIT AREA 
Needed by long established trade maga- 
zine reaching industry in general. 

Box 5809, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
BARNARD 
A service for employers and applicants in 
the fields of advertising and publishing. 
Office and Professional CEntral 6-3178 


176 W. Adams Street Chicago 3, Il. 
REPRESENTATIVES AVAILABLE 
WANTED 


We are interested in selling the adver- 
tising space of one more Trade Magazine. 
Commission basis only. Publication must 
possess standing in its Field, demanding 
solicitation be made for substantial space. 
We profit only on volume of business Mid 
West territory produces. 

Box 5708, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

MISCELLANEOUS 


AUTO-TYPIST FOR SALE 
Automatic typewriter complete with rec- 
ord perforator. Used only six months - 
like new condition. Offered at extremely 
low price. For details write to: P. H. 
ave Tailoring Company, Cincinnati 6, 
Ohio. 


SPACE SALESMAN 


who is now head eastern advertising rep- 
resentative for a leading ABC cosmetic 
trade magazine will be available shortly. 
My exceptional sales figures are mostly 
responsible for the success and prestige 
now enjoyed by what was once a ‘'sick'’ 
book. Personally well known to top exec- 
utives in the industry and their agencies. 
Lots of merchandising know-how, hustle 
and imagination. Eight of my thirty years 
have been spent in advertising sales. 
Resident of New York City. If | can make 
more than $10,400 a year selling for you 
then write to 


Box 551 ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


|who cannot devote their time to 
about the produc- 
tion of TV commercials but who 
need some kind of basic under- 
standing of the process. 


jlearning all 


s After covering all the essentials 
of motion picture making—from 
story and script to the actual edit- 
ing of the finished product—Mr. 
Curran devotes over half of his 
book to the special problems of 
TV film production and to the 
question of production costs. 

An extensive glossary at the end 
covers all the motion picture terms 
that are important. 

Mr. Curran is president of Times 
Square Productions, producer of 
TV film commercials. 


Poor Richard Club Elects 


Samuel Hodges, Franklin Hod- 
ges & Co., Philadelphia, has been 
elected president of the Poor Rich- 
ard Club, Philadelphia. Other of- 
ficers elected are John LaCerda, 
John LaCerda Co., agency, Ist v.p.; 
George Neal, general manager of 
the Philadelphia Inquirer, 2nd v.p.; 
Edward Cox, Atlantic Refining 
Co., treasurer, and Earl Weaver- 
ling, Bell Telephone Co. of Penn- 
Sylvania, secretary. 


Silverhill to Adrian Bauer 


Silverhill Corp., Riverside, N. 
J., producer of frozen hamburgers 
and other meat products under the 
Kitchen Queen brand, has ap- 
pointed Adrian Bauer Advertis- 
ing Agency, Philadelphia, to han- 
dle its advertising. 


Our ART DIRECTOR... 


is going to leave town. Been with us 
7 years. Our clients love his layouts. 
He knows how to “hide” the com- 
een of industrial products, and 
reathe life into quiet subjects. Con- 
sumer layouts he does with gusto. 
Hand lettering or simple spot illus- 
trations never stop him. We wish 
him well in Missouri—and lucky the 
ad managers who snare his free- 
lance services. But meanwhile .. . 

If you can fil] his shoes, you have 
an Sepeetanity here. We're a long 
established, medium sized Chicago 
agency, and want a man to grow 
with us. Write tonite, giving your 
story in brief. Your letter will be 
held in confidence. Box 541, Adver- 
tising Age, 200 E. Illinois St., Chi- 
cago 11, Il. 


YOUR CLASSIFIED 
ADVERTISEMENT WILL 
GET RESULTS HERE 


Mr. President — 

are you looking for 

a good advertising man? 
We ~~ Thomas L. 

Marchant 


Formerly manager of 
Montreal agency for 5 
yeors. Awarded high- 
est ignition, two 


Walter Lowen 


PLACEMENT AGENCY 
* 


Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 
lic Relations 
Please write briefly outlining your 


specific experience or personnel needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


years running for out- 
standing copy and cre- 
ative work (in compe- 
tition with campaigns 
produced in Canada 
and U.S.A.) Copy Chief 
of Canadian agency (2 
years). Possesses sound 
working knowledge of 
advertising, direct 


| levels. Thoroughly versed in all procedure of agency 

function. Capable of turning out hard-hitting cam- 
| paigns from beginning to finish. Knowledge of pro- 
| duction, media and art complete. Instinctive feeling 
| for merchandising that brings sales results. Young, 
| intelligent, experienced t caliber. 


| Advertising Managership—wil! re-locate, or consider 
blishing Canadian office for U.S.A. agency. Your 

reply will be kept in strict confidence. 

BOX 546, ADVERTISING AGE 


801 Second Ave., New York 17, N. Y. 


| mail and soles promotion on national and retail | 


9 Age 
38. Married. 4 children. Interested in A.E. capacity; | 


WANTED: 
ACCOUNT EXECUTIVE 


Here is your chance to break away from 
big-city humdrum and pressures—and join 
this 10-person agency operating success- 
fully for 25 years, and located In a pleas- 
ant, midwestern city of 40,000 surrounded 
by lakes and streams that offer abundant 
recreational opportunities for boating, 
fishing, hunting and other outdoor activ- 
ities. We have congenial accounts to work 
with and have billed up to 11% million 
Your advertising background and natural 
ability must qualify you to do a full- 
fledged job of account direction, including 
copy. Experience in the electrical appli- 
ance field preferable. You will occupy a 
key post in this agency and salary will be 
in line with this responsibility. So, if you 
want to lift new horizons for your family 
and get more out of living, this account 
executive opening is worth checking 
Please include photo with your first 
letter. Box 547, ADVERTISING AGE, 200 


E. Tlinois St., Chicago 11, Ml. 


| Jost Qe: Bera 
| Is there a job 


— for this man? 


DAVID GOLDSTEIN 
Sales, Sales Promotion 


28-year old WW2 Navy 
Pharmacist Mate, has 
service-connected partial 
palsy of left wrist which is not apparent and limits 
him only from extremely rigorous physical activity. 
Unmarried, NYC resident. Doctors call him “‘intelli- 
gent, likable and thoroughly adjusted.” 
EXPERIENCE: Presently employed with buying house 
where salary and advance is limited. Hes served on 
sales staff of leading NYC department stores, special- 
izing in paints and cutlery sales. 

EDUCATION: 8.5. (LIU “49), majored in Merchandis- 
ing. MBA (53), majored in Marketing and Sales Mon- 
agement (thesis: “The Marketing of Paints for Con- 
sumer Use’’). 

JOB PREFERENCES: Sales, Sales Promotion, Market 
Research. Prefers NYC location. 

CONTACT: Mrs. Alfreda Burnette, Just One Break, Inc., 
Bellevue Hospital, New York 16, W. Y. 


THIS COLUMN PRESENTED AS A PUBLIC SERVICE BY 
ADVERTISING AGE IN COOPERATION WITH JUST 
ONE BREAK, INC. AND THE ADVERTISING MEN’S 
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Cassidy Blasts 
NBP on Business 
Paper Auditing 


COLORADO SpRINGS, June 16—The 
trade press heard from its best 
friends and severest critics at the 
National Business Publications 
spring meeting this week. 

Most of the criticisms were as 
gentle as the occasion warranted, 
but one large-size brickbat was 
hurled by H. E. Cassidy, executive 
v.p. of McCarty Co., Los Angeles. 
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Speaking very muchas chairman SOUP’S ON—Rotton Log Hollow, Colorado Springs, was the setting for this picnic 
of the American Assn. of Advertis- supper at the National Business Publications meeting. Clockwise around the table 


65 


Benveniste to Owl Drug Co. Bloch Joins Weightman Inc. 

Robert L. Benveniste, formerly Arthur Bloch Jr., formerly sales 
media director of Rexall Drug Co., promotion manager for Snellen- 
Los Angeles, has been named di- burg’s Department Store, Philadel- 
rector of advertising and sales phia, has joined Weightman Inc., 
promotion for the West Coast divi- Philadelphia agency, in an execu- 
sion of Owl Drug Co. tive capacity. 


Ome eee 


57% 
z of all Quad-Citians 
| Live on 
q the Illinois side 
Rock Island * Moline 


ing Agencies’ committee on busi- are Lansing Chapman and Robert M. Smith, both of Medical Economics; Mrs. Leonard East Moline a M 0 OLINE Disnited 


ness papers, Mr. Cassidy variously Tingle; Mrs. Chapman; Mr. Tingle, Progressive Grocer; Mrs. Adin Davis, whose e 
accused his publisher audience of husband is executive v.p. of Controlled Circulation Audit, and F. Morse Smith, 


double-talk, misunderstanding and 


Industrial Equipment News. They read these newspapers: 


Zhe ROCK ISLAND 7% zu 


lack of cooperation. 


| 
The bone of contention for Mr. turn our attention and our time; something first, or who is going to ® pe ENG 
Cassidy was a report—“Sugges- Without regard to who thought of get the credit.” = sm 


tions for the Advancement of Bus- 
iness Paper Advertising”—which 
his committee and one from the 
National Industrial Advertisers 
Assn. have been working on for 
two years—and which outlines a 
system of business paper circula- 
tion audits. 

“This paper was really ready for 
release in November, 1952,” he an- 
nounced, “but has been delayed 
for at least six months for reasons 
which we will talk about today.” 


s The main reason, he strongly 
suggested, was that the NBP and 
Associated Business Publications, 
have been reluctant to clear it. 
“Possibly I am wrong,” he told 
the trade publishers, ‘‘but at the 
time it seemed to me each group 
endeavored to change these ‘sug- 
gestions’ in some way so that they 
would be to their own advantage.” 

As an example of “puzzling” in- 
terpretations which were “read in- 
to” the trade study, Mr. Cassidy 
cited the following, which he said 
was made by one NBP member: 
“We recommend that readership 
studies validate technique in rela- 
tion to behavior.” 

“Does anyone in the room have 
a ready answer to just what the 
NBP member was driving at?” in- 
quired Mr. Cassidy. “This is but 
one of innumerable counter-sug- 
gestions received that apparently 
have been offered either because 
of lack of understanding, or from 
a belief that something was being 
recommended that was contrary to 
their particular operation.” 


# Mr. Cassidy countered with a 
strong plea for the necessity of au- 
diting which includes both paid 
and controlled circulation in cases 
where a publication has roughly 
an equal amount of each. “To me, 
as an individual agency man,” he 
declared, “an analysis by Standard | 
Rate & Data of 1,829 publications 
listed for October, 1952, presents a’ 
sad story.” 

According to SRDS, he said, 
“63.6% of the total publications of- 
fered no circulation figures pre- 
pared by accredited auditing or- 
ganizations.” These, he said, were 
the ones listed under “sworn paid,” 
“sworn free” and “no statement.” 

“These publications are thorns 
in the side of the advertiser, agen- 
cy and audited publisher,” Mr. 
Cassidy asserted. ‘Many sell on 
the basis of friendship, of pressure, 
of misrepresentation and at times 
downright falsehood. Some are a 
discredit to all good business paper 
publications, and they are continu- 
ally involving advertisers and 
agencies in embarrassing dilem- 
mas.” 


® Noting that the Four A’s busi- 
ness paper report will probably be 
published in the next 60 days, Mr. 
Cassidy urged that “here is an ob- 
jective to which all of us could 


ART DIRECTOR & PRESIDENT 


. 


—— Mathisson’ and Associates . 


- PRODUCTION MANAGER CA Mati ak 
ADVERTISING: DIRECTOR 


Fifth 
in a Series 
of Tributes 
to 
American 
Advertising 


QUALITY CONTROLLED 


COLOR PROCESS 


ENGRAVINGS 


© black & white 
© color process 


From for letterpress 
Miller Brewing Company reproduction 
four-color advertisement ; . ’ ? ° ph 
appearing in True Chicago's largest fine photoengraving plant... reproduction 


JAHN & OLLIER ENGRAVING COMPANY 


817 West Washington Blvd., Chicago 7 + MOnroe 6-7080 
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Advertising Can Make or Break U. S. 
Economy,Nance Tells AFA Meeting 


(Continued from Page 1) 
lic the values for a better standard 
of living which production cre-. 
ates.” 

The challenge is whether adver- | 
tising and distribution can main- 
tain a high-level economy without 
government planning or artificial 
supports, Mr. Nance said. 


“Acceptance of any other alter-. 
native could only mean disaster 
for our unique American system of | 


free, competitive enterprise.” 
session after another, 


coming steps—to educate consum- | 
ers and business men to the im-| 
portance of advertising in the. 
months ahead. | 
Plans for the AFA’s 1953-54. 
campaign for better understanding | 
of advertising were outlined by) 
Ralph Smith, v.p., Sullivan Stauf- 
fer, Colwell & Bayles, New York. 


s A package for television stations 
is being added to the previously 
used media—newspapers, maga- 
zines, radio, outdoor, transporta- 
tion. This will consist of a trans- 
parency and a Telop (opaque 
slide) showing a cartoon of a cash 
register, with a finger pointing at 
one of its keys. There will also be | 
recordings of four eight-second an- | 
nouncements, which Mr. Smith) 
played for an approving audience. | 

“When you hear advertising,” | 
the recording says, “remember— 
advertisers use it as their lowest- 
cost way to sell you their products. 
Advertising helps keep your living 
costs down.” 

As to the campaign, to start in 
September, Mr. Smith said: “Our 
objective is to tell the simple, con- 
crete story to Mr. and Mrs. Amer- 
ica—to tell them a few simple facts 
that will really change and im- 
prove their entire concept of this 
business we are in.” 


# Formal sessions started Monday 
morning with Henry G. Little, 
AFA director and chairman of 
Campbell-Ewald Co., Detroit, pre- 
siding as speakers discussed mer- 
chandising problems and merchan- 
dising tools. 

The lead-off speakers were Hen- 
ry Schachte, advertising director 
of Borden Co., New York; T. S. 
Repplier, New York, president of 
the Advertising Council; William 
G. Werner, public relations direc- 
tor, Procter & Gamble Co., Cincin- 
nati, and Warner S. Shelly, Phil- 
adelphia, president of N. W. Ayer 
& Son. 

In a plea for greater use of ad- 
vertising for human betterment, 
Mr. Repplier said that advertising 
is helping America push back the 
plagues of tuberculosis, polio and 
heart disease, and “it is making 
less frequent the sickening twisted 
tragedies we pass on the country’s 
highways.” 

“We in advertising are no longer 
earth-bound. We have wings,” Mr. 
Repplier said. “We are the custodi- 
ans of a means of mass communi- 
cation which in the past 10 years 
has proved beyond a shadow of 
doubt its power to move men to- 
ward a better world.” 


a Mr. Shelly said the creative 
spirit in advertising, important as 
it is to advertising copy, can be) 
just as active and valuable in other 
advertising phases. 

Other areas needing just as| 
much creative spirit, Mr. Shelly) 
said, are “radio-TV programming | 
and production, time-buying, plan-_ 
ning, research of all types, engrav- | 
ing, printing, public relations and 
publicity, media selection, art, pro-| 
duction, client service, outdoor ad- 
vertising, billing and accounting.” 

For negative emphasis—which 
he said can still be a powerful ad- 


vertising approach—Mr. Shelly 
suggested “How to kill the creative | 


spirit.” His backward advice was. 
to: 
1. Follow the leader. A good 


new idea gets fine results for the 


first one to use it. Imitators, one. 


by one, get lower and lower aver- 


age results. 

2. Play it safe. Blind reliance on 
advertising that worked well in) 
the past may be dangerous in the. 


present. The creative spirit finds | 
Meantime, in one convention no challenge in a rut. 
speakers | 


pointed to the need—and forth-'— 3 Develop a formula. Despite 


the success of formulas, it was the 
man who developed the formuia 
who made it work and made it 
great. Followers of a formula are 
likely to come up against changed | 
conditions, hotter competition, that 
can knock the sparkle of success 
off formula advertising. 

4. Favor one medium, blindly, 
over all others. 

5. Hire people who think the 
way you do. The creative spirit 


thrives on argument, exchange aaa! 


ideas. 

6. Refuse to give proper respon- 
sibility, authority and credit to 
your creative people. Let one or 
two or a dozen stars have all the 
authority, take all the credit, and 


ithe others will do their jobs sul- 


lenly, without real life and vigor. 

7. Be cynical. Be cynical about 
the client, about the people to 
whom you are advertising, be cyn- 
ical about yourself—and the crea- 
tive spirit is completely blotted 
out. 


@ The Council on Men’s Advertis- 


| 


a lal 
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\feger Corp., Milwaukee. 

| In a departure from tradition, 
Robert M. Gray, marketing de- 
' partment of Esso Standard Oil Co., 
New York, was reelected chair- 
_man of AFA. Other 1953-4 officers 
are Mr. Borton, president; Rita G. 
| Eastman, public relations director, 


of Fortune and now a top aide to 
|President Eisenhower, told dele- 
| gates: “T have never seen the 
|United States’ foreign relations in 
| worse condition than they are to- 
‘day. We are in really grave 
| danger.” 


|@ Indicating a go-it-alone policy 
would spell disaster for the U. S., 
the federal official said: 

“It is essential that we prepare 
broad lines of agreement—and dis- 
agreement—before going into a 
four-power conference. The West 
must lead from strength.” 
| On the same program, delegates 
heard a telegram from President 
|Eisenhower, congratulating them 
“for your generous and effective 
/service to our country.” 
| The Monday afternoon highlight 
| was a panel discussion, on improv- 


ing Clubs elected Dale C. Rogers, | ing advertising’s service to busi- 
advertising and sales promotion ess and the public. 


manager, Mid-Continent Petrole-| Mot 
um Corp., Tulsa, as chairman. Vice-| Parade Publications, New York, 


INTERNATIONAL—The Advertising Federation of America meeting had a cosmopoli- 

tan flavor with representatives of several foreign countries on hand to discuss ad- 

vertising problems. Left to right are Graeme Fraser, president of the Canadian Ad- 

vertising & Sales Clubs, Ottawa; Pierre Georges Bastide, general manager of Bas- 

tide Advertising Agency, Paris, France, and Tatsushiro Kobayashi, advertising di 
rector of Lion Dentifrice Co. of Japan. 


around the neck of advertising. 
“Today we are concerned with 
the gray zone of half truths, bad 
taste, exaggerations, fear appeals, 
‘bait’ practices and excessive com- 
parative price and value claims, 
all of which destroy public con- 


' fidence end affect all advertising,” 


Mr. Taulbee said. 
He offered a 10-point program, 


| Vansant, 


Dugdale & Co., Balti- 


‘more, AFA secretary, and Ben R. 
Donaldson, director of advertising 
_and sales promotion of Ford Motor 
'Co., Detroit, treasurer. 


“In the next 12 months,” Mr. 
Hoag said, “the directors will re- 
view and reappraise AFA activi- 
ties and opportunities, with a 
view to reshaping our AFA pro- 
gram to provide greater service 
for members and the advertising 
field in general.” 


‘McGraw Denies That 
Publishers Approve 


_ Excess Profits Tax 


| Detroit, June 18—The belief 


| 
| 


'Graw, 


'“cockeyed idea,’ Curtis 


that publishing companies approve 
the excess profits tax because it 
stimulates their business is a 
W. Mc- 
president, McGraw-Hill 
Publishing Co., told a meeting of 
advertising agency men here to- 


‘day. 


recommended by the AFA’s 10th! 


district, to promote advertising in- 
tegrity. 

“Sell your own club on _ the 
necessity for an integrity-in-ad- 
vertising campaign as the first 
step,” Mr. Taulbee 


said. Clubs| 


then should appoint a “strong cam- | 


paign committee,” adopt a state-| 
ment of advertising principles, | 


‘dramatize the movement at club 


| 


Arthur H. Motley, president of 


chairmen elected were Ellis §,| Urged the spending of “millions 


Perlman, public relations director, | for market research” to help pre-| zation has just presented charters | of a high level of prosperity in the 


Coleman Todd & Associates, Mans-| Pare advertising to persuade con-| 
field, O., and Mel G. Grinspan,|Sumers to spend 10% more and 


advertising and 
director, Black & White 
Memphis. 


Stores, | Spending for war is drastically cut. 
“We have improved our prod- 


Mrs. Mabel S. Obenchain, pro- UCts and increased our production,” | are about to join hands with the rich that consumers can take or 


Mr. Motley said, “but we haven't 


motion manager, Famous Features | 
Syndicate, Chicago, was elected) 
chairman of the Council on Wom- 
en’s Advertising. By virtue of their 


spent an extra dime on the most 


'how to expand our markets.” 


elections, these four automatically 
become v.p.s of AFA. 

The convention voted, after an 
eloquent invitation from the Paul 
Revere-hatted delegation, to meet 
next year in Boston. Chicago’s in- 
vitation for 1955 was recognized 
officially on tH® floor. 

At the first day’s luncheon, Post- 
master General Arthur E. Sum- 
merfield said he could not say just 
how much of an increase in rates 
would be asked of Congress. The 
Republican official was introduced 
along with an Ohio Democratic 
dignitary, Gov. Frank J, Lausche. 


000 during this lunch hour,” Mr. 
Summerfield said. “The day is 
long past when an annual deficit 
of $600,000,000 can be viewed with 
complacency.” 

“The service,” the top postal 
worker went on, “is not what the 


\@ With the 1953 prospect of almost 
$250 billion in disposable personal 


sales promotion | thus avoid an economic slack if 


meetings, then handle publicity so 


local newspapers and other media 
are not tempted to “exagerrate the | 


“Even if business were to flood 
us with excess profits dollars for 
more advertising, something which 
it actually hasn’t done,” Mr. Mc- 
Graw said, “Mc-Graw-Hill would 
still regard the excess profits tax, 
as at present rigged, as a vicious 
tax which is a deadly killer of 
economic growth.” 

Mr. McGraw warned that as 
long as the tax remains “we shall 
have a federal tax setup which is 
|dangerously destructive to econo- 
| mic growth which, in the last anal- 
ysis, is our principal reliance for 


continuing prosperity.” 

| Cutting taxes as speedily as pos- 
| sible, Mr. McGraw said, is the most 
# Elon G. Borton, president of jmportant single thing Washington 
the AFA, reported that the organi-| can do to assure the continuation 


situation.” 


to seven additional clubs, bring-| y, s. 
ing the number of affiliated clubs | 


to 106. The federation now speaks! ms The most important fact about 


for nearly 30,000 people in adver-|the U. S. at present, he said, is 


|important phase of the matter—)| 


tising, he said, and two more clubs | that as a nation we have become so 


AFA. The new member clubs jeave a large share of what is pro- 
added are in New Orleans; James- | duced without any personal incon- 
town, N.Y.; South Bend; Durham, venience. This range of optional 


.N. C.; Hampton Roads, Va.; Talla-| consumption, he said, covers as 


| hassee, Fla., and San Angelo, Tex. 


‘income, Mr. Motley said, the na-. 
more than 40 clubs observed it. 


tion could absorb a $20 billion cut 
in government spending, increas- 


|ing consumer spending 10%, and| 


“still save more money than at any 
| time, past or present.” 

| Warning that critics of advertis- 
|ing were “going full blast,” Ellis S. 
|Perlman, public relations director 


Advertising Week was begun 


for the first year as an AFA pro-| 


ject, Mr. Borton reported, and 


“AFA News” was changed from 
quarterly to bi-monthly publica- 
tion, and the AFA’s legislative 


|information service “was intensi- 
fied in bi-monthly general bulle- 


‘tins covering national 


‘for Coleman Todd & Associates, 


Mansfield, O., urged a 
counter-attack Curing Advertising 
Week in 1954. 

| Mr. Perlman proposed that the 


| Advertising,” developed along two 
‘ideas—America needs advertising 

(1) to keep its industry strong, and 
| (2) to sell itself to the world. 


strong. 


es “The department is losing $150,-| working theme be “America Needs | 


/ cultural 


| The material, he said, will be | 


developed by advertising agency 
methods and include research on 


public has a right to expect. There the Advertising Week “product,” 
has been a serious breakdown in a study of markets, advertising and 


efficiency generally.” 

A few hours earlier, House. 
Speaker Joseph W. Martin, in 
Washington, revealed after a White 
House conference that the Post 
Office Department will ask Con- 
gress for a postal rate increase, in- 
cluding that on first class mail. 
(See story on Page 1) 

Addressing the annual AFA 
dinner, the chief of the Eisenhow- 
er administration’s psychological 
warfare program called for a ce- 
menting of relations with Britain 
and France. 

C. D. Jackson, former publisher 


sales effort planning. In the next 
eight months, Mr. Perlman said, 
program details will be spelled out 
“to each and every one of you,” 
showing the national and local ra- 
dio and TV plans and schedules 
for consumer, agricultural, trade 
publications, daily and weekly 
newspapers and outdoor and trans- 
portation programs. 


® Curtis Taulbee, public relations 
director, R. E. Cox & Co., Fort 
Worth, said the truth-in-advertis- 
ing movement works powerfully 
to remove the critics’ noose from 


and state 
proposals.” Twenty-five special 
“alert” bulletins were distributed 
to state and city members on local 
and area proposals. 

During the past year, AFA 
gained three more national associ- 
ations and affiliated groups: Agri- 
Publishers Assn., Mail 
Advertising Service Assn. and 
Broadcast Advertising Bureau. 


® Reelected as directors for two- 
year terms were Gene L. Cagle, 
Fort Worth, president of Station 
KFJZ; W. B. Potter, director of 
advertising, Eastman Kodak Co., 
Rochester, N. Y.; Grant Stone, 
advertising director for the Cleve- 
land Press; William G. Werner, 
manager of public relations, Proc- 
ter & Gamble Co., Cincinnati, and 
J. Paul Hoag, Boston, of Hoag & 
Provandie. 


New directors are J. L. Von 
Volkenburg, president of CBS-TV, 
New York; Ralph Winslow, direc- 
tor of public relations and adver- 
tising of Koppers Co., Pittsburgh; 
Franklyn R. Hawkins, advertis- 
ing manager, Libby-Owens-Ford 
Co., Toledo, and George L. Staudt, 
advertising manager, MHarnisch- 


‘much as 40% of everything that 
‘is produced. 

“This means,” he declared, “that 
| the difference between the greatest 
prosperity and the deepest depres- 
sion depends upon persuading peo- 
ple to buy things they are under 
absolutely no compulsion to buy. 
By the same token, it means that 
the key custodian of our prosperity 
is the salesman.” 

Mr. McGraw called upon adver- 
tising men to emphasize that they 
are fully aware of the critically 
important sales job which lies 
ahead. He gave assurance that 
business paper publishers are gear- 
ing themselves to give maximum 
cooperation and support to more 
efficient and effective selling. 
| 
Mitchel to Armour Research 

James F. Mitchel, formerly as- 
sistant supervisor of employe com- 
munications for Acme Steel Co., 
has been appointed public rela- 
tions associate at the Armour Re- 
search Foundation of the Illinois 
Institute of Technology, Chicago. 


To Garden City Broadcasting 


Eugene D. Hill, formerly v.p. 
and general manager of WORZ, 
Orlando, Fla., has been named 
general manager of Garden City 
Broadcasting Co., Augusta, Ga., 
operator of WAUG and WAUG- 
FM, Augusta. 


Everett Joins Leo Burnettt 
Robert G. Everett, formerly with 
Price, Robinson & Frank, Chica- 
go, has joined Leo Burnett Co., 
Chicago, as an account executive. 
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L. A. Weiss, Ex-Head 
of Don Lee Network, 
Is Suicide Victim 


BEVERLY HILxs, CAaL., June 16— 
Lewis A. Weiss, 60, retired board 
chairman of Don Lee Broadcasting 
System and a former board chair- 
man of Mutual Broadcasting Sys- 
tem, shot and killed himself to- 
day, police reported. 

Mr. Weiss’ wife, who found the 
body, said physicians had given 
her husband only six months to) 
live. He had been suffering from 
high blood pressure and progres- | 
sive muscular atrophy. 

A native of Chicago, Mr. Weiss | 
retired two years ago after taking 
a major part in developing the 
$9,000,000 Don Lee radio and TV) 
network in the West, one of the. 
largest regional networks in the 
country. He became general man- 
ager of the chain in 1930 when it 
was on the verge of bankruptcy. | 

At various times, he also served 
as president of T. S. Lee Enter- 
prises and California Broadcasters 


| 


Inc. In 1951 he was appointed di-. 


rector of the Office of Civilian 


Requirements of the National Pro-. 


duction Authority. He served on 
the advisory committee of Office 
of War Information during World 
War II. 


CARL HANTON 


TAMPA, FLA., June 16—Carl 
Hanton, 69, president of the Fort 
Myers News-Press, died June 14 
following an addominal operation. 
He was an influential factor in 
Florida politics and in the state’s 
development for more than two 
decades. He served as president 
of the Florida Press Assn., Asso- 
ciated Press Assn. of Florida, and 
the Dailies Assn. of Florida. 


W. HOWARD MOODY 

SARATOGA SPRINGS, N. Y., June! 
16—W. Howard Moody, 72, general | 
manager of the Saratogian, died 
June 13 at his home here. 

Mr. Moody joined the Saratogian 
in 1901 as a summer reporter, and 
became a full member of the staff 
the following year. In 1918 he was 
appointed editor and in 1932 was 
named general manager. When the 
newspaper became a member of 
the Gannett chain in 1934, Mr. 
Moody was renamed editor. In 1940 
he again became general manager. 


NBP Appoints Basford, 
Adds ‘Western Advertising’ 


G. M. Basford Co., New York, 
has been named to direct adver- 
tising for National Business Publi- 
cations, Washington. The account 
formerly was handled by Henry J. 
Kaufman & Associates, Washing- 
ton. 

Western Advertising, an ABC 
publication, published by Ramsey 
Oppenheim Publications, San 
Francisco, has joined National 
Business Publications. 


Los Angeles Ad Women Elect 


Mrs. Charlotte S. De Armond, 
public relations director for Pacif- 
ic Airmotive Corp., Burbank, Cal., 
has been elected president of Los 
Angeles Advertising Women Inc. 
Other officers elected are Margar- 
et H. Finfrock, executive secre- 
tary—treasurer, Miracle Mile 
Assn., Ist v.p.; Jacqueline Britton, 
publicity director, Smalley, Levitt 
& Smith, 2nd v.p.; Geraldine Park- 
er Knight, research director, Veri- 
fied Audit Curculations, treasurer; 
Mimi K. Phillips, free lance editor, 
assistant treasurer; Cherry Boat- 
man, circulation promotion de- 
partment, Hollywood Citizen- 
News, recording secretary, and 
Doris Jackson, editor, “Mail Box 
Shopper,” for Westways Magazine, 
corresponding secretary. 


Myers Joins V&R on Coast 


Farlan I. Myers, formerly ac- 
count supervisor and_ secretary 


with Factor-Breyer, Los Angeles 
agency, has joined the radio and 
television staff of Young & Rubi- 
cam, Hollywood. 


SUMNER SIMPSON 

New York, June 16—Sumner 
Simpson, 79, board chairman of 
Raybestos-Manhattan Inc., died 
June 13 at Bridgeport, Conn. 

Mr. Simpson started in the auto- 
motive business early in the cen- 
tury with Royal Equipment Co., 


which shortly afterward became 


Raybestos Co. In 1929, he was in- 
fluential in the merger of two 
companies which became Raybes- 
tos-Manhattan Inc., and was the 
company’s only president until a 
few years ago when he became 
board chairman. He _ was first 
president of both the Community 
Chest and Rotary Club of Bridge- 
port, and past president of the 
Union League Club of New York 
in addition to serving on many 
charitable and civic boards. 


Storch Subs for Gleason 

The “Larry Storch Show” pre- 
mieres over the CBS televi- 
sion network July 11, 8-9 p.m., 
EDT, as a summer replace- 
ment for the “Jackie Gleason 
Show.” Sponsors are Purex Corp. 
(Foote, Cone & Belding), Nestle 


Co. (Sherman & Marquette), and 
Sheaffer Pen Co. (Russel M. Seeds 
<0.). 


Camel to Back TV ‘Topper’ 
“Topper,” a televised version of 
the Thorne Smith novel, will bow 
this fall under the sponsorship of 
Camel cigarets. John W. Loveton 
and Bernard L. Schubert are co- 
producers of the new series which 
will star Leo G. Carroll. Time and 


/network for the show have not yet 


been decided. William Esty Co. is 
the agency. 


NBC Film Div. to Grey 

National Broadcasting Co.’s film 
Givision has appointed Grey Ad-_ 
vertising, New York, to handle all | 
advertising activities including > 
promotion, merchandising and di- | 
rect mail, effective Aug. 15. J. Wal-| 
ter Thompson Co. is the present. 
agency. 


Bartle Joins Morey, Humm 
Wilmot T. Bartle, formerly with 
the advertising department of 
Cities Service Petroleum, has 
joined the sales promotional de- 
partment of Morey, Humm &,. 
Johnstone, New York. 


Farrington Names Cabot 

Farrington Mfg. Co., Boston 
manufacturer of jewel boxes and 
gift cases, has appointed Harold 
Cabot & Co., Boston, to handle ad- 
vertising for its consumer products 
division, which produces jewel 
cases, effective July 1. 


Powell Joins Whaley Co. 

Meredith H. Powell, formerly 
advertising director for B. T. 
Crump Co., Richmond, Va., has 
been named eastern representa- 
tive for William E. Whaley Co., 
Louisville, taxi-poster advertising 
consultant. 


GOLD AND SILVER 
EMBOSSED SEALS 


Square or die cut, distinctive 
shapes, single or multi-colored 


CONTINUOUS ROLL LABELS 


Ungummed, Gummed, Pressure sensi 
tive and Heat seai stock 


LABELS 


a 
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now - How, we pack 
into your TV spots at economy rates. 
Send in your Storyboards for quotes 


FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHICAGO 


“WHAT TYPE OF ILLUSTRATIONS AND 


COPY ATTRACT BUSINESS PAPER READERS ?” 


INDUSTRIAL AD READERSHIP RATINGS 
Based on Length of Text and Size of Illustration 
SIZE OF ILLUSTRATIONS 
LENGTH OF SMALL MEDIUM LARGE 
TEXT (less than half page) | (half page) | (more than half page) 
Least Readership 
SHORT e “ - 


(120 or less words) 


MEDIUM 
(121 to 200 words) 


LONG 
(201 to 500 words) 


100 


(130 adv.) 


100— Average readership of 130 ads having small illustrations (less than half page) and short texts (120 or less words). 


Greatest Readership 


SPS Rarer tree 


(207 adv.) 


(27 adv.) - 


(Sample too small) 


1948 


Advertising readership is, of course, dependent upon 
many factors. Probing for the most successful techniques 
is one of the continuing jobs of McGraw-Hill Research. 
This particular study was conducted by personal inter- 
views with 1110 readers of an industrial publication over 
a five-issue period. 

The results, as shown on the above chart, indicate that 
industrial advertisements with large, informative illus- 
trations and long, factual copy are read by 56‘/, more 
people than those with less-than-half-page illustrations 


McGRAW-HILL PUBLISHING COMPANY, INC. 


App 


HEADQUARTERS FoR 


'- 


susitwmes 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 


and short texts. Thus the survey tends to establish the 
superiority of large, detailed illustrations balanced by 
plenty of informative copy. 

The above report is only a portion of the study on 
advertising readership. The full report is contained in 
our Research Department’s Laboratory of Advertising 
Performance Data Sheets #3170 and #3233. If you would 
like copies, or if you want facts on other subjects related 
to business paper advertising, performance and effective- 
ness, ask your McGraw-Hill man. 
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ANY OFFICE GIRL 
CAN SET FOTOTYPE! 


Anyone in your office can set perfect head- 
lines, body text, with Fototype. Styles, sizes for 


every job—house organs, ads, direct mail, catas 
logs, brochures -even letterheads! Easy, fast. 
(A stenographer set this entire ad!) Cuts type 


costs by as much as 90%. Clean, sharp charace 
ters,ready for offset or silk screen reproduction. 


Send for free catalog today! 
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Bernard Expects 5% Increase in Magazine 
and Business Paper Expenditures This Year 


New York, June 16—On the 
basis of business already booked, 
it seems reasonable to expect that 
total 1953 dollar expenditures for 
magazine and business paper ad- 
vertising will exceed those of 1952 
by at least 5%. 

This prediction is made in the 
current issue of “The Value Line,” 
investment survey published by 
‘Arnold Bernhard & Co. 

“In large part, the gain in ad- 
vertising expenditures is the re- 


survey says. “According to Pub- 
‘lishers Information Bureau, ad- 
vertising revenues of magazines in 
the first four months of this year 


‘available) were up 8% over last 


tern by which 
/merly kept in line with circulation 
sult of the numerous rate increases 
made in 1952 and early 1953,” the | 


year, but the linage or number of 
pages used was up only 2%. 
“Rate advances are still being 
announced,” the survey points 
out, adding that “the rise of pub- 
lishing costs (for labor, paper and 
postage) has been so rapid and 
continuous that many of the first 
rate boosts proved inadequate. 
Several magazines have had to 
abandon the traditional rate pat- 
rates were for- 


gains, so that costs per thousand 


months have actually hoisted costs 


Pilsteeeies (latest period for which data are per thousand.” 


| “Some important rate hikes 


readers for a given advertising | 
|space would remain nearly con- 
istant. A fair number of rate ad-.| 
|vances announced in the last six 


scheduled for the future,” the sur- 
vey points out, “are the 242% 
boost for Redbook, effective with 
the August issue; an 8% increase 
for Ladies’ Home Journal, sched- 
uled for October, and a 7% boost 


for The Saturday Evening Post, | 


with the Nov. 7 issue. 


ws “Several developments in the 
last few months,” the survey says, 
“highlight the keener competition 
prevailing in the magazine pub- 
lishing field which tends to make 
publishers think twice before ad- 
vancing rates. 


“The most important of these | 


was the decision of Collier’s to 
become a_ bi-weekly, with the 
issue of Aug. 7, after appearing 
for 65 years as a weekly. This 
move was attributed to the com- 
petition of television, which has 
been felt less by bi-weeklies than 
by weeklies. 


ae 


@ So you know you're right when you 
buy the Big-Time Buy .. . the station 
with the fabulous personalities and 
the astronomical Hoopers! 


HOOPER LEADER... 


MORNING —AFTERNOON-EVENING 


Katz Represents That Very Highly Hooperated, Sales Results 


Premeditated, CBS Affiliated Station In Des Moines 


eee, SPECI RY hogan 


Advertising Age, June 22, 1953 


“In the field of store-distributed 
magazines, generally regarded as 
favorably situated because they 
avoid the costs of subscription,” 
the survey points out that Today’s 
Family (distributed through Wool- 
worth stores) and Family Life 
(distributed through other chain 
| variety stores) suspended publica- 
| tion after the June issues. 
| “In the popular picture-and- 
‘news group, Quick, which had 
built up a large circulation in a 
/remarkably short time, but failed 
'to get adequate advertising vol- 
"ume, has been merged with Look. 

“Thus,” the survey adds, “al- 
| though advertising volume is ex- 
panding, and rates are tending 
higher, not all publishers are en- 
joying larger profits. Gains were 
reported in 1952 and in the first 
quarter of 1953 by McCall Corp. 
and McGraw-Hill Publishing Co., 
largely as the result of the aggres- 
siveness of their sales organiza- 
tions. Time Inc., whose earnings 
were up in 1952, is believed to be 
enjoying a further gain this year. 


s “Conde Nast’s earnings, on the 
other hand, continue to decline,” 
the survey says. “The company’s 
publications are devoted mainly 
to fashion advertising, and the 
| textile and apparel trades have 

not been doing so well as the 
eas industries in recent years. 
| Crowell-Collier’s earnings also 
| seem likely to continue this year 
| the decline which has been in ef- 
| fect since 1946.” 

Commenting on future prospects 
in the publishing field, the survey 
is optimistic. 

“We look for a modest increase 
in advertising volume over the 
next two to four years,” it says. 
“Magazines may enjoy an extra 
gain through the return to their 
pages of some of the advertising 
now done over television. There 
has been much talk recently of 
the mounting costs of television 
advertising. Longer experience 
with this relatively new medium 
may demonstrate that, when costs 
/are taken into account, its advan- 
| tages are less impressive than they 
'appeared at first. 


| ® “Careful attention to costs and 
the return of more normal condi- 
tions,” the survey suggests, “might 
aid publishing profits over the 
longer term. Some decline in the 
cost of paper, for example, is a 
| reasonable expectancy. More effi- 
cient methods of obtaining and 
delivering circulation, and even 
perhaps of soliciting advertising, 
could probably be worked out. 

“A longer term possibility,” the 
| survey finds, “is a less costly 
/method of printing.” It mentions, 
_in this connection, the electric 
| typesetter, known as the Photon, 
which eliminates metal type and 
prints from a photographic nega- 
tive (AA, Feb. 23 et seq.). “The 
change is revolutionary in nature,” 
it says, “and will require time to 
obtain acceptance.” 

For the publishing business as 
a whole, the survey predicts 
“modest increases in profits by 
the mid-fifties, based on the ex- 
pectation of both higher volume 
and lower costs. 

“The amount of earnings im- 
provement realized by each com- 
pany will depend primarily on its 
own situation and management, 
/and only secondarily on general 
conditions in the publishing busi- 
ness.” 


Chain Appoints Katz Co. 


D. A. Schulte Inc., New York 
chain store, has appointed Joseph 
| Katz Co., New York, to handle all 
‘radio and television advertising. 
|Fall plans will be announced 
shortly. 


| Hubbell Names Robotham 


Harvey Hubbell Inc., Bridge- 
port, Conn., has appointed Edward 
W. Robotham & Co., Hartford, to 
develop sales promotion and ad- 
vertising plans for its wiring de- 
vices division. 
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Advertising Age. June 22, 1953 


Martineau Stresses 
Product Personality 
at Homemakers’ Meet 


Kansas City, June 19—In the 
dispute as to whether product “fea- 
ures” or “personality” are more 
important in advertising, Pierre 
Martineau, acting manager or re- 
search for the Chicago Tribune, 
takes his stand with the “person- 
ality” people. 

“Product advertising to be suc- 
cessful has to create a character 
and a personality,” he told the an- 
nual convention of the American 
Home Economics Assn. 

Defending his stand with a dis- 
cussion of “why we buy the things 
we do,”’ Mr. Martineau pointed to 
the failure of recent food products 
such as powdered milk, soluble 
coffee and Spam-type canned pork 
to capture more than a minor frac- 
tion of their potential markets. 

“No matter how much the prod- 


uct is improved,” he declared, “the | 9 


woman who won’t use it still dog- 
gedly maintains ‘it doesn’t taste 
right.’ Clearly, this is an attitude 
which isn’t going to be changed by 
any logical proof.” 


a “The success of a store or a 
product entirely depends on what 
people think of it, and whether it 
fits into their motivational frame- 
work,” he said. “We can communi- 
cate better with people if we know 
their fantasies and frustrations, 
their anxieties and their hopes.” 

Social status is the key to mass 
motivation, according to Mr. Mar- 
tineau. “Our social class,” he told 
homemakers, “definitely casts our 
personality in certain directions, 
with positive bearing on the things 
we buy. The buying resistance to 
new things—frozen orange juice, 
frozen foods, canned poultry—al- 
ways comes from the housewives 
of the Common Man level.” 


a The point of advertising, he) 


said, is the importance of endow- 
ing a product with character, plus 
the value of motivation research as 
a means for finding what char- 
acter to endow it with. To prove 
it, he noted that “the three top- 


| PAPER—No, not the model, the bathing 
| suit. Made of paper treated with Melo- 
strength resin, the bathing suit is one of 
| several experimental models shown at a 
| New York exhibit by American Cyanamid 
Co. Other items displayed were raincops, 
pillow cases, kitchen aprons and other 
| products made from the chemically treated 
paper. 


|selling brands of cigarets have the 
| sharpest, clearest personalities in 
ithe public consciousness.” 

| “You can’t get this from people 
|}consciously, but in psychological 
i'tests people readily reveal an 
| awareness of these brand person- 
| alities,” the Tribune research man 
| explained. 

| “Camel is the man’s cigaret, es- 
| pecially the working man’s. Lucky 
is much like it, also for men, al- 
though not quite so much for 
working men. Chesterfield is for 
either men or women, rather mild. 
And Pall Mall is moving toward 
| the top in sales also as people are 
'becoming surer of its character.” 


Pines Publications ‘Plans True Life Stories’ 


New York, June 19—Pines Pub- 


lications will bring out a romance-_ 


confession magazine called True 
Life Stories in October and will 
add it to Screenland and Silver 
Screen to create the Pines wom- 
en’s group. 

Ned L. Pines, president of the 
company, said that advertisers 
who buy space in Screenland and 
Silver Screen, known as_ the 
Screenland Unit, in October, Nov- 
ember or December issues will 
have their ads reproduced at no 
additional charge in the new True 
Life Stories. 

Ad rates for October through 
December will remain at $2,000 
per b&w page and $2,700 for four- 
colors. In January, 1954, the wom- 
en’s group rates will be based on 
$2,500 a b&w page and $3,375 a 
four-color page. The circulation 
guarantee, currently at 1,000,000 
for the two books, will be ad- 
vanced to 1,250,000. Advertisers 
may buy the group, only the movie | 
circulation, or only the romance- 
confession circulation. Rates for 
the latter will be $550 a bew page 
and $742.50 for four-colors. 


# Mr. Pines bought Screenland 
and Silver Screen last January 
and introduced a better quality 
paper, finer reproduction and 
more color. Cover prices were 
lowered from 20¢ to 15¢. He said 
that Screenland Unit, at the end 
of the first quarter of 1953, aver- 


aged a gain of 169,647 copies as, 


compared with the same period 
in 1952. 


He said True Life Stories will. 


Club, v.p.; 


{sell for 15¢ and that it will carry 
considerable four-color editorial 
material. Mrs. Florence Schetty, 
former editor of Ideal’s Intimate 
|Romances, will be editor of the 
new monthly. She plans “a more 
jadult approach in editorial con- 
‘tent, and a greater emphasis on 
service features.” 

| Hamilton's Advertising and 
Sales Clubs Elect Heads 

| H. Graham Scaife, director with 
| Russell T. Kelley Ltd., Hamilton, 
| Ont. agency, has been elected pres- 
jident of the Advertising & Sales 
Club of Hamilton. Other officers 
elected are J. Frank Stephenson, 
assistant general manager, Kraft 
Containers Ltd., v.p.; Harold E. 
Dennison, executive v.p., Russell 
T. Kelley Ltd., secretary, and| 


‘James Brechin, branch manager, | 


Associated Medical Services Inc., | 
treasurer. 

Inez Fisher, branch secretary, 
Office Specialty Mfg. Co., has been | 
elected president of the Women’s | 
Advertising & Sales Club of Ham-| 
ilton. Other officers elected are 
Margaret Leitch, Hamilton Rotary 
Agnes M. Patterson, 
Canadian Westinghouse Co., re-| 
cording secretary; Mrs. Jean E.}| 
Rayner, T. Eaton Co., corre- 
sponding secretary, and Mrs. Alta 
Williams, Howard Williams Jewe- 
lers, treasurer. 


Dodge Heads FC&B Marketing 


Sherwood Dodge has been ap- 
pointed v.p. in charge of market- 
ing for Foote, Cone & Belding. 
His duties will include supervision 
of all media, research and mer- 
chandising activities in the New 
York office. 


ABC Audit Cuts 
Average of 1,500 


from ‘Tide’ Total 


CuHicaco, June 18—The Audit 
Bureau of Circulations, which 
placed Tide and its sister publica- 


,tion, Modern Industry, on proba- 
tion in March, this week released | 


an audit report on Tide covering 
the 12 months ending June 30, 
1952. 

A similar audit report on Mod- 
ern Industry will probably be is- 
sued next week. 

The Tide audit reviews the ac- 
tion of the board in finding the 
publication guilty of charges filed 
by the ABC managing director, 


and reports that the publication’s ! 


probation is to continue “to and 
including the period ending June 
30, 1954.” 


a “During the course of the audit 
for the 12 months ending June 30, 
1952, it was found through outside 
investigation that the publisher 
had entered on his records and 
claimed in the publisher’s state- 
ment for the six-month period 
ending June 30, 1952, as net paid 
circulation, copies of ‘term sub- 
scriptions in bulk’ which in fact 
were not paid,” says the audit re- 
port. 

The difference shown in net paid 
circulation by the Audit Bureau’s 
report, compared with Tide’s pub- 
lisher’s statements for the period 
audited, averaged 1,521 copies per 
issue, with most of the difference 
concentrated in the last seven 
months of the 12-month period. 

For example, Tide’s publisher’s 
statement for the six months ended 
June 30, 1952, showed average to- 
tal paid circulation for the period 
of 15,772. The audit report, how- 
ever, gives average net paid cir- 
culation for the first quarter of 
1952 as 12,685, and for the second 
quarter of 1952 as 13,437. Per- 
issue differences between the pub- 
lisher’s statements and the audit 
report range from two copies on 
the July 6, 1951, issue, to slightly 
over 3,000 copies on all issues in 
May and June, 1952. 


s Tide, which was purchased by 
the Modern Industry interests in 
June, 1951, and _ subsequently 
changed from a weekly to a fort- 
nightly in February of this year, 
has just been purchased by Bill- 
board. 

Negotiations for the sale of 
Modern Industry to Dun & Brad- 
street, which publishes Dun’s Re- 
view, are expected to be completed 
tomorrow when _ stockholders in 
Magazines of Industry, the Mod- 
ern Industry publishing company, 
will meet to ratify the sale of all 


'that company’s stock. 


Clough Named ‘Tide’ Head 


Reginald Clough, formerly edi- 
tor, has been appointed publisher 
and Morgan Browne, formerly 
managing editor, has been named 
editor of Tide, which has been pur- 


|chased from Magazines of Indus- 


try Inc. by Billboard Publishing 
Co. (AA, June 15). William D. 
Littleford becomes general mana- 
ger of the Tide division of Bill- 
board Publishing Co., and B. A. 
Bruns has been named circulation 
manager of the bi-weekly. Mr. 
Littleford also is co-publisher of 
Billboard and Vend, and Mr. Bruns 
is circulation manager of those 
two publications. Jacob F. Weintz 
and Bruce Addison have been ap- 
pointed advertising director and 
advertising manager, respectively 
of Tide. 


Plan Phono Buyers’ Guide 
The Phonograph Manufacturers, 


Assn., 277 Broadway, New York 7, | 


is planning an 8%x11” buyers’ 
guide which will be timed for dis- 
tribution at the Music Show, July 
13-16, in Chicago. It will contain 
a minimum of 48 pages and adver- 
tising is being solicited. A b&w 
page is $205. 


Treasury, Agency Volunteers Outline 
‘Self-Interest’ Savings Bond Appeal 


(Continued from Page 1) 
sell a bond ad program to news- 
papers, he said. Accordingly, a 
heavy direct mail effort is advis- 
able. 


vey, that payroll deductions should 
be used as the principal sales pitch 
lin bond ads. The Treasury itself in 
|its efforts has emphasized payroll 
|savings, and any effects of the 
| payroll pitch would apply to other 


'regular savings plans. 


® Monthly and bi-monthly mail- 
ings will be made to newspapers. 
| They will outline seasonal promo- 
tions resembling retail trade pat- 
terns. 

Self-interest also will be used 
to persuade newspapers to run the 
ads. Mr. Garvey said the most im- 
portant point to be made in mer- 
chandising the ads is that bonds 
are “a bulwark against inflation 
and a buffer against deflation.” 
Bonds should provide a reservoir 
of local purchasing power, and as 
such, should make it easier for 
newspapers to sell advertisers on 
supporting the bond program, he 
added. 

“A series of wholly new promo- 
tions by a new administration to 
newspaper publishers already pre- 
disposed to cooperate should pro- 
duce a very much broader accept- 
ance of U. S. Savings Bond ad- 
vertising,” he commented. 

In recent years copy policy has 
been developed for merchandising 
on a 52-week basis. It was largely 


Agency men felt, said Mr. Gar- | 


influenced by the start of the 
Korean War in June, 1950, and 
heavy bond maturities starting in 


May, 1951. 


8 Three out of four ads have been 
devoted to patriotic subjects with 
“Defense Is Your Job” and “Peace 
Is for the Strong” as headlines. 
Copy has been backed by photos 
of battle and national defense ac- 
tivities. Self-interest reasons for 
buying bonds have been present in 
the ads, but were not played up 
to the extent planned for the new 
seasonal campaigns. 

The fourth ad each month was 
designed to deal with the story of 
maturity options, a difficult topic 
to get over in a head. A straight 
approach was used to try to per- 
suade bond holders to keep their 
old bonds and buy more. 

Throughout the new series a 
special ad playing up the maturity 
option will be used whenever pos- 
sible. 

Sitting in on conferences in 
which the new program was 
drawn up were Theodore Repplier 
and Hector Perrier from the Ad- 
vertising Council; James M. Lam- 
bie Jr., representing the White 
House; Walter Mulhall, Basford 
Co.; Constance Reid, Compton Ad- 
vertising; Fairfax M. Cone, John 
M. Rolfe and Mr. Garvey, Foote, 
Cone & Belding; John Jenks, 
Schwab & Beatty; Fred Vosse, 
Schwimmer & Scott, and Charles 
Gardner, JWT spokesman. 


Senate Group 
Okays Baseball 
Broadcast Ban 


(Continued from Page 1) 


dent. It would put the congres- 
sional stamp of approval, for the 
first time, on restrictive agree- 
ments denying to radio and tele- 
vision broadcasters the right to ne- 
gotiate for broadcast rights for 
program material in an open, com- 
petitive market.” 

The bulletin asserts that the pro- 
posed legislation “makes a signifi- 
cant exception in the application of 
the anti-trust laws to permit com- 
binations in restraint of trade in 
this particular area of program 
material and encourages other 
groups to similarly seek exceptions 
which may affect broadcasters 
even more seriously in the future.” 

Congress is being asked to make 
a specific exemption for profes- 
sional baseball from the anti-trust 
laws on the basis of “an alleged, 
although as yet unsubstantiated, 
charge that radio and _ television 
broadcasting is the principal cause 


of its economic trouble,” the bul- 
letin continues. 
se “On the surface, and in the 


language of its supporters, it ap- 
pears to be nothing more than a 
commendable effort to shore up the 
shaky economics of the minor 
league baseball clubs in the coun- 
try,” the NARTB bulletin states. 
“But when you strip it of its leng- 
thy definitions and legislative de- 
coys, it is revealed as one of the 
'most serious attacks ever to be 
|;made on a necessary right of ra- 
dio and television.” 

While this proposed law may be 
aimed at bolstering the minor 
leagues, it’s no secret that the ma- 
jor leagues also are concerned with 
the inroads of TV broadcasting on 
home game attendance. The Amer- 
ican League-leading Yankees, for 
example, have closed their New 


York stadium to TV eyes on sev- 
eral occasions as an attendance ex- 
periment. 


NBC Plugs Radio’s 
Cultural Role in 
Two-Way Campaign 


New York, June 19—National 
Broadcasting Co. will announce 
next week a new trade and con- 
sumer advertising campaign aimed 
at spelling out NBC’s “12 points 
of superiority and leadership as an 
advertising medium,” as well as its 
leadefship in “enriching the cul- 
tural life” of the nation. 

For the trades, the promotion 
will consist of 13-week spreads, 
starting June 29 in ADVERTISING 
Ace, Broadcasting, Daily Variety, 
Hollywood Reporter, Radio Daily, 
Sponsor and Variety. 

An institutional campaign breaks 
July 8, for which pages will run 
every four weeks for an indefinite 
period. On the schedule are the 
Herald Tribune, New York Times, 
Newsweek and U.S. News & World 
Report. 

J. Walter Thompson Co. is plac- 
ing the ads. 


Cole Appoints Y&R after 
Catalina Goes to FC&B 


Cole of California, Los Angeles 
bathing suit manufacturer, has 
named Young & Rubicam to han- 
dle its advertising. Cole was for- 
merly handled by Foote, Cone & 
Belding, Los Angeles. 

Catalina Inc., Los Angeles ma- 
ker of bathing suits, has replaced 
the Cole account at Foote, Cone 
& Belding. Catalina advertising 
was handled by David S. Hillman 
Inc., Los Angeles. 


GOA Shifts Townsend 


Fred W. ‘Townsend, in the 
Brooklyn-Long Island division of 
General Outdoor Advertising, New 
York, has been promoted to oper- 
ating superintendent to succeed 
William G. Browne, who has re- 
tired, in the New York-Bronx 
branch. James Powers, formerly 
Brooklyn-Long Island lease mana- 
ger, succeeds Mr. Townsend as 
operating superintendent. 
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ideas 


from 


RCA VICTOR 


for promotions 
and premiums 


Want to coax « car to give 
its own sales pitch? 


Or sell cereal with a trip to Mars? 


The “idea” file ai the RCA Victor 
Custom Record Sales Division is bulg- 
ing with exciting new sales promotion 
uses for records. 

A fresh, new premium can put an 
extra kick in a promotion! A custom 
recording by RCA Victor with your 
special message can be a winner. Sound 
sells — and a long list of successes 
proves it! 

You'll find RCA Victor prepared to 
do a complete job of unmatched qual- 
ity — at a price that’s right. Script- 
writing, recording, re-recording, 
processing, pressing, packaging and 
shipping services all are available. 

Check the thought-starters shown 
here — then give us a call to see what 
we can work out together. 


eeerereeeeeeeeee eee eeeeeeeeeseeeee 


Hf it's your job 
to help 
“move” kids’ 
shoes, suits, 
cereals, how 
about a 
recorded trip 
to the moon 
as a premium? 


TRIPS 


gegen 
ay 


A smart travel 
bureau which 
offers a record of 
foreign phrases 
with a ticket to 
Europe might put 
competition out 
of business! 


S@reereereereeeeeeeeeeeeeeeeeeeeeeee 


Radio Corporation of America, RCA Victor Division 
New York 20: 630 Fifth Avenue 
JUdson 2-S5011 
Chicago 11: 445 N. Lake Shore Drive 
WHitehall 4-3215 


Hollywood 38: 1016 N. Sycamore Ave. 
HIllside S171 
™m™Ks® 


RCA Vi-tor Custom Record Sales, Dept. G-60 
630 Fifth Avenue, New York 20, New York 
Rush me by return mail your free record 
and descriptive “idea” folder on the ef- 
fective use of records as: 

C) premiums 0 promotions 


NAME 


TITLE. a a 


FIRM. —EEE 


ADDRESS . -_ 


_Admen Should Consider the Public Relations ‘ 
Eftect of Their Message, Says P&G's Werner 


(Continued from Page 2) 
|showing how the job was being) 
done by a woman dressed in tea. 
party clothes? 

s Mr. Werner spoke of the step-| 
'mother-in-advertising dangers, and | 
the possible perils of having a 
| pharmacy coat and a government 
bureaucrat in the illustrations. 

“In our enthusiasm,” Mr. Werner 
said, “for audience popularity for 
our new program that depicts a 
most unpleasant stepmother, have 
we overlooked the fact that prob- 
ably one person in 20 tenderly 
loves a stepmother who was any- 
thing but an unpleasant person?” 

A competent public relations 
man, Mr. Werner said, thinks not 
of “the public,” but of the differ- 
ent “publics” served by his or- 
ganization. He will search into the 
possible attitudes of special groups 
toward the advertising. 


a Mr. Werner cited advertising us- 
ing white-coat illustrations and re- 
search claims which may imply 
that a doctor gave a testimonial, 
possibly irritating physicians. He 
said the caricature of a govern- 
ment bureau chief may be offen- 
sive to several million govern- 


| question: 


ment employees. 

“When our advertising refers to) 
or concerns special public groups,” | 
said Mr. Werner, “we need to 
watch our step. The advertising is 
supposed to sell, not irritate, peo- 
ple in the public who consider 
themselves ‘authorities’ in the 
field.” 

There is much room for making 
friends in the field of packaging 
and labeling, Mr. Werner said. He 
urged legible, complete, clear and | 
practical use-directions to dem- 
onstrate the “I want to help you” 
attitude toward the customer. 

Fool-proof measurements win 
friends, and foolers alienate them, | 
he said, suggesting another p.r. | 


'direct advertising by three manu- 


“Does the bottle or tube fill the. 
box, or is there an embarrassingly 
noticeable ‘rattle’ when the box is 
shaken?” 


s Contest and premium promo-_ 
tion and merchandising similarly 
require public relations thinking, 
Mr. Werner said. He cited the 
problems that arise in connection 
with adequate supply, display, 
judging and fairness. | 
He advocated “public relations| 
thinking,” not to replace, but to) 
accompany “hard-selling, creative, 
promotional thinking that usually | 
goes into advertising.” | 
“What I am calling for, then, is 
the integration of public relations | 
thinking in advertising production 
as a habit that becomes instinctive | 
throughout the creative organiza- | 
tion,” Mr. Werner said. 
“Such thinking should and can 
start with the very conception of 
the product or service and carry | 
through all the planning and cre- 
ative steps in media, copy, art and 
production,” he addd. 


3 Name Wenger Advertising 
Lee Wenger Advertising, San 
Francisco, has been appointed to 


facturers. They are Air-Vent Alu- 
minum Awning Co., Oakland; 
Sleep-Aire Mattress Co., San Fran- 
cisco and Oakland, and Albrite 
Mfg. Co., Oakland maker of ply- 
wood and paints. Newspapers, 
trade publications and direct mail 
will be the chief media for the 
three accounts. The agency has 
moved to larger quarters at 1005 
Market St. 


Agency Group Adds Three 
The First Advertising Agency 
Group has added three members, 
bringing its membership to 30. 
They are Foulke Agency, Minne- 
apolis; Northwest Advertising 
Agency, Portland, Ore., and Tay- 
lor-Norsworthy, Dallas. 


} 


| 
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WARWICK PHOTOTYPE 


OFFERS 


TYPE 


Any size machine-set type you want, 

with razor-sharp edges, from 4 pt. to several 
inches in height. Any intermediate size 

too, such as 20, 28, 67 pt., etc. The most 
wonderful latitude for layout and readability 
ever made available. This entire 

advertisement was set with Warwick Vhototype. 
Write for the complete Phototype stcry today. 


WARWICK TYPOGRAPHERS, INC. 
Dept. A 25, 920 Washington Ave., St. ovis 1, Mo. 
Overnight by air mail from most of U.S. 


WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, \EXICO AND CUBA 


7 
| - : 
7 
| 


SEASON TICKET—William F. Hufstader (seated), General Motors v.p. in charge of 
the distribution staff, signs the contract which will give Mr. and Mrs. America a 
living room season pass for college football. Looking on at the Detroit meeting (left 
to right): Robert J. Kane, of Cornell, chairman of the National Collegiate Athletic 
Assn.’s TV committee; Asa S. Bushnell, NCAA director of television, and Walter 
Gross, representing NBC, the network which will televise the 1953 series. 


Owens-Illinois Unifies PR 
Owens-Illinois Glass Co., Toledo, 


| ABP Forms Two Committees 


Associated Business Publica- 


has consolidated all its publicity tions has appointed two new com- 


operations into a single unit with- 


in the public relations depart- | 


ment. Previously, the p.r. depart- 
ment handled all publicity except 
that on products of the Glass Con- 
tainer division, which was pre- 
pared by a division staff. 


Appoints Paris & Peart 

Skinner & Eddy Corp., Seattle, 
has appointed Paris & Peart, New 
York, to handle advertising for its 
Icy Point salmon. Plans call for 
radio, television and newspapers. 


Johnstone to Ziv Television 
Alan Johnstone, formerly ac- 
count executive for KCBS, San 
Francisco, has been appointed ac- 
count executive for Ziv Television 
Programs Inc., San Francisco. 


|Co., 


mittees—the uniform _ practices 
committee and the promotion and 
research committee. A. R. Venezi- 
an, assistant to the director of Ad- 
vertising, McGraw-Hill Publishing 
will chairman the uniform 
practices committee, and E. 
Wintersteen, general manager, 
trade paper division, Reuben H. 
Donnelley Corp., will head the pro- 
motion and research committee. 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, mim a 
mailing job. 


, addressing or 
uick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced rsonnel, oree 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5. 


(Now in our 23rd successful vear.) 
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Beville Explains 
Stand on ‘Life's’ 
Four-Media Study 


New York, June 17—A major 
shortcoming of Life’s “Study of 
Four Media” (AA, June 15) lies 
in its “failure to produce com-| 
parable measurements for the 
printed and broadcast media,” ac- 
cording to Hugh M. Beville, direc- 
tor of research and planning for 
the National Broadcasting Co. He 
said the life study compared the 
audience of an entire publication 
with audiences for individual radio 
and TV programs. 

“Such a comparison can be valid 
only if it’s assumed that individual 
advertisers effectively reach the 
entire audience which reads any 
part of the publication,” he said. 
“Since this is obviously not true, 
it is apparent that Life has adopted 
an invalid standard of media com- 
parison, one which can hardly be 
said to satisfy the realistic require- 
ments of advertisers in making 
their decisions.’ ” 

Mr. Beville’s statement was is- 
sued to amplify one which he made 
to AA last week (AA, June 15). 
He said his earlier comment had 
been misinterpreted by some. 

Mr. Beville praised the sampling 
design of the Life study, which he 
called an “Alfred Politz trade- 
mark,” but he called it unfortunate 
that it was used ‘to produce so- 
called four-media comparisons that 
can be termed not only uncomfort- 
able but also unrealistic and mis- 
leading.” 


Cliff Johnson Pulls 


31,400 Replies for | 


Milnot 25¢ Premium 


LITCHFIELD, ILL., June 17—Mil- 
not Co., manufacturer of a con- 
densed milk compound, and Henri, 


Hurst & McDonald, its Chicago | W 


agency, are still gasping from the | 
results of a Milnot premium offer. 

Agency spokesmen told AA to- 
day that 31,400 requests for a fam- 
ily album offer on the “Cliff John- 
son Family,” radio show have been 
received. 

More than 20,000—each accom- 
panied by 25¢ and a_ product | 
label—arrived during the six) 
weeks that the promotion was 
pushed over the WGN breakfast | 
program. The remaining 11,400. 
came in from areas reached by. 
the program where Milnot is not | 
marketed. Special arrangements | 
were made to waive the label re- | 


quirement where this was the) 

case. | 
The 44-page booklet, a_ self- 

liquidating item, was conceived | 


as a short-term promotion to stim- 
ulate spring sales. Pictures and a 
biography of Mr. Johnson, his wife 
and children, all of whom are 
heard on the breakfast pickup from 
their suburban home, made up the 
album. It was offered only during 
Milnot’s 8:30 to 8:45 a.m. slot 
three days a week. 


Hold Coast World Trade Fair 


The sixth annual World Trade 
Fair will be held in San Francisco 
for five days beginning June 24, at 
the Palace Hotel. Sponsored by the 
World Trade Assn. and the San 
Francisco Chamber of Commerce, 
50 exhibits from as many foreign 
countries will be shown. The fair 
was postponed from its usual May 
date to coincide with the eighth 
annual Junior Chamber Interna- 
tional Congress, convening in San 
Francisco the week of June 21. 


Murine Adds Export Agency 


Murine Co., Chicago manufac- 
turer of Murine eye solution, has 
appointed Publicidad Jennings, 
Havana, as associate advertising 
agency with Batten, Barton, Dur- 
stine & Osborn, New York, for ad- 


vertising in Cuba. BBDO handles’ 


both domestic and overseas adver- 
tising for the manufacturer. 


K-K-K-KATY—The Bureau of Advertising 
will go a long way to plug its pocket-size 
monthly “‘Linage Booster.” Edgar Burgeson, 
director of the bureau's retail department, 
is showing the ‘Booster’ to Katy, a resi- 
dent of the Bronx Zoo described by the 
bureau as a foremost authority on the 
pocket-size. 


Admiral in Coca-Cola Deal 


Admiral Corp., Chicago, radio 
and television manufacturer, will 


‘give a summer's supply of Coca- 
Cola to purchasers of refrigerators 
through July 26. Each customer 
who buys a 9 or 11 cubic foot Ad- 
miral will be given 12 coupons, 
each good for a 24-bottle case of 
Cokes. The customer can redeem 
the coupons at his dealer whenever 
he desires. In addition, Admiral 
dealers will serve Coca-Cola to all 
visitors to their stores. The traffic 
builder will be featured in special 
window displays and advertising. 
Tatham-Laird, Chicago, handles 
Admiral refrigerators. 


Pirrone Appoints Ford 

F. Pirrone & Sons, Salida, Cal., 
/vintner, has appointed Marshall 
Ford Advertising Agency, Sacre- 
-mento, to plan a new campaign. 
The fall schedule will include ra- 
dio, television, newspapers, out- 
door and car cards in both western 
and eastern markets. 


Hernan Joins ‘Chronicle’ 

John Hernan Jr., formerly with 
the San Francisco News, has joined 
the national advertising depart- 


ment of the San Francisco Chron- 


icle. 


‘Stenson Joins Weiss & Geller 
William J. Stenson, formerly in, 


charge of radio-television buying 
for Armour & Co., Chicago, has 
been named radio-TV time buyer 
with Weiss & Geller, Chicago 
agency. 


WHAS.-TV Increases Rates 


WHAS-TV, Louisville, on July 
15 will increase its hourly rate 
from $600 to $700. Also, the sta- 
tion’s open-rate one-minute an- 
nouncement, Class A, will be in- 
creased from $120 to $140. 


EUROPEAN EDITION 
PACIFIC EDITION 


I 


HOW TO 


TURN ... 


These are dollar-stretching days... 


Grocery Shopping into Greater Profits 


Cleveland housewives stretch their food dollars by 
shopping the ads in the Press — the paper that is their 


best shopping aid with the greatest number of food listings. 


They know that the Press is preferred by all grocery 


store advertisers — independents and chain groups alike. 


Alert food product advertisers choose the Press, too. 


Because the Press gives them greater shopping opportunity 


... more abundantly ... 7 out of 10 Cleveland 


\ 


housewives read the Press. This means 


greater profits for advertisers, 


MARKET INFORMATION 
FOR ADVERTISERS: 


CLEVELAND HOME INVENTORY 
—a 2% cross-section of buying 
habits and food products in the 
home. CLEVELAND CONSUMER 
PANEL — 500 typical Cuyahoga 
County families reporting food 


purchases monthly. 


GROCERY DISTRIBUTION STUDY 
— annual commodity check of 
independents and chain stores. 
CUYAHOGA COUNTY LIST OF 
FOOD OUTLETS... 
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IN 
CITY-ZONE 


POPULATION 


Only one paper serves this 

busy, prosperous city which is 

the hub of a 9-county trading 
area... 


$256,907,929* 
Retail Sales 


*N. C. Dept. of Revenue, 
Fiscal Year Ending June 30, 1952 
(Not an Estimate) 


You cant cover 
North Carolina 
atthout the 


WINSTON-SALEM TWIN CITY - 


JOURNAL and SENTINEL 
MORNING SUNDAY EVENING — 
National Representative KELLY. SMITH CO 


Cuneo Counsels 


~ Bigger Ad Drives 


(Continued from Page 1) 


two sales and two profits instead of 
‘just one.” 
| 


|® Mr. Cuneo warned against price 
cutting as a weapon to maintain 


| volume and increase sales, pointing 


consumer and the trade at a speci- 
fied time with the impact of our 
combined resources,” he said. 

| Mr. Brubaker emphasized that 
/merchandising and advertising im- 
pact are not the major factors in 
planning a successful related item 
promotion. 


the expense of lower margin, high 
turnover items. This has developed 
fromm their being squeezed between | 
higher operating costs and reduced | 
margins, resulting from increased 
competition.” 

Supermarket operators, whether | 
chain or independents, are pretty) 


Advertising Age, June 22, 1953 
Congress Awaits 
New Postal Bill 


(Continued from Page 1) 


Actually, he said, the “package” smart merchandisers, he concluded. T@tes, on direct mail advertising, 


must be planned with four major 
objectives in this order of impor- 
tance: The consumer, the retailer, 
the distributor and the manufac- 
turer. 


out that such action would de-. 


moralize the industry. 

“Price cutting has never taken 
|the place of merchandising,” he 
|said. “It is the device of a poor 
|salesman and a lazy mind. It is 
easier to cut the price than to sit 


merchandising program.” 

Helps to be furnished to the re- 
tail field by the association, he 
said, will include “drop-in” mats 
for advertising and point of pur- 


continued intensive publicity and 
recipes. 

R. R. Brubaker, general sales 
manager of Carnation Co., told the 
group that these days it takes the 
merchandising equivalent of a 
Sherman tank to jolt chains and 
supermarkets into giving manu- 
facturers the kind of cooperation 
they need to influence consumers 
at the retail level. 


s For example, he said, where his 
company used to go it alone, it now 
teams up with other manufacturers 


item Sherman tank _ powerful 
enough to get top level dealer co- 
operation. 

“This simply involves getting to- 
gether with other manufacturers, 
selecting a mutually satisfactory 
recipe or campaign theme, pooling 
our ideas, our advertising, our pro- 
motional material and our sales 
organizations, and then hitting the 


down and work out a good solid) 


chase display material as well as. 


or industries to develop a multiple-| 


s “For the consumer, the recipe 
or dish must have strong appetite 
appeal, simplicity of preparation, 
economy and possibility of fre- 
quent use by the widest possible 
number of families,”’ he said. 

For the retailer it must have 
consumer appeal, profit possibili- 
ties, volume possibilities, display 
simplicity, strong advertising sup- 
port and preferably involve only 
items he is already handling. 

“For the distributor, whether 
chain, cooperative, or regular 
wholesaler, it should have the 
,same elements as for the retailer, 
‘since their interests are identical. 
‘For the manufacturer, it should 
obviously represent volume and 
new use possibilities, as well as 
\being within the limits of sound 
expenditure of time, effort, money 
and material,” he said. 


s The development of such a cam- 
_paign requires careful and intelli- 
‘gent planning far ahead, Mr. Bru- 
'baker said. 
| He pointed out that many chains 
require from two to three months’ 
advance notice of such campaigns 
for proper coordination with their 
/own schedules. 
| “Another important trend that 
/must be recognized,” Mr. Brubaker 
asserted, “is the strong tendency 
‘of retailers, currently, to place 
merchandising emphasis’ almost 

solely on high markup items, at 


| 
| 


* Have Burgoyne evaluate 


nationally. 


those shown above have been 


packages, promotions, 
... in advance. 


* Monthly-audit-reports will 


current. 


before you invest 
pretest your idea 


* For years national advertisers like 


Burgoyne store panels for their test 
areas. They determine by this method 
prospects for new products, prices, 
advertising 


you abreast of the test and enable 
you to make your decision without 
delay ... while the situation is 


r Tell us what you want pretested. 


your CHARLOTTE 


sales or advertising program .. . 
whatever it may be . . . by over-the- 
counter sales . . . before you ask 
Management to approve its use 


@ Sales-testers like Charlotte 

- largest market in the 
Carolinas . . . second only to 
Atlanta in wholesale sales in 


the southeast. 


@ 244 million dollars retaif 
Pp sales in Charlotte and almost 
using 
total for OBSERVERLAND's 


36 prosperous counties. 


since the 19140 census and 
dwelling 


50% ... suburbs are zooming. 


keep @ Two out of three 
families with higher 
buying power in the greatest 
eastern LU. S. market between 
Richmond and Atlanta read 
THE Ch ARLOTTE OBSERVER 
daily eod Sunday. An ideal 
spot fe- your southern test. 


ferred” 


Burgoyne rocery ér Drug dts | 


FIRST NATIONAL BANK BUILDING e 


CINCINNATI 2 


a billion dollar retail sales | 


@ Charlotte grew over a third | 


units are up over | 


| 
“pre- | 


They have to be, he said, to stay | 
in the parade and be successful in 
_today’s highly competetive retail 
conditions. 

“They know all the answers,” 
he said, “and one of their answers 
is that, under existing conditions, 
they are not at all excited about 
| giving extra space and special pro- 
|'motional efforts to low margin 
‘items or single items.” 


'McElligott Agency Bows; 
Starts with 15 Accounts 


| Ford C. McElligott, for the past 
five years senior account execu- 
tive with John J. Riordan Co., Los 
Angeles, which has liquidated and 
moved some of its accounts to Roy 
S. Durstine Inc. (AA, June 15), 
has formed his own agency. 
Known as Ford C. McElligott & 
Associates, it is located in the Lin- 
coln Bldg., Los Angeles. 

The new agency has 15 accounts 
initially: Avia Products Inc., ma- 
ker of two-way motorcycle com- 
munications equipment; Blue Seal 
Insurance Agency; Coleman Co. 
of Southern California, maker of 
lanterns, camp stoves and heating 
equipment; Coleman Dealers of 
Southern California; Conrac Inc., 
manufacturer of remote control 
television receivers and electronic 
components; Crozier Machine Tool 
Co.; Centinela Industrial Supply 
Co; Radiophone Inc.; Rich Steel 
Co.; Rich Steel Pickling Co.; 
Gertsch Products Ince.; Gilder- 
sleeve Mfg. Co.; Ocean Aquarium; 
Cam-Stat Inc., and Paul Henry 
Co. 


KOMU-TV io Join NBC 


KOMU-TV, commercial televi- 
|sion station of the University of 
| Missouri, Columbia, slated to begin 
‘operations Oct. 1, will affiliate 


| with the National Broadcasting Co. 
network. H-R Television Inc. will 
be national representative. 


would climb either one-third or 
one-half. 

Postmaster General Summer- 
field probably will not ask for the 
rate-making authority, although he 
would like to have it. House 
Speaker Martin said it is doubtful 
whether Congress would surrender 
the power to set rates. 

Mr. Summerfield’s aim is to 
whip through a rate increase bill 
on an emergency basis, before 
Congress adjourns. He wants the 
new rates to take effect Oct. 1. 

Sen. William F. Knowland (R., 
Cal.), acting Republican leader, 
said that passage of a rate bill 
this session is a “probability.” 


s Most key members of Congress 
are withholding comment until 
they see the Summerfield bill. 
However, Rep. C. Hagen, (R., 
Minn.) a high-ranking member of 
the House post office committee, 
announced he would oppose rate 
increases. 

Rep. Hagen pointed out that the 
last Congress raised second and 
third class rates, and that the third 
of three annual 10% increases in 
second class rates will not take 
effect until April 1, 1954. 

Rep. Hagen also called attention 
to the Senate postal committee in- 
vestigation, now in progress. He 
said that until Sen. Frank Carlson 
(R., Kan.) and his group can com- 
plete their work, ‘“‘we would have 
no factual basis on which to deter- 
mine whether or not increased 
postal rates are necessary.” 

Sen. Carlson, chairman of the 
Senate post office committee, has 
said nothing for publication but is 
known to have told Mr. Summer- 
field he would not handle a rate 
increase bill this year. 

Target date for adjournment of 
Congress is July 31. 


| Our agency, as you know, has 
| grown in recent years to an im- 
| portant size. It has done this 
through the simple but pains- 
taking process of corralling 
what may be the finest collec- 
| tion of creative minds in the 
| Middle West. 

| But we still don’t have 
enough of them. (We'll never 
have too many). 

In this creative climate of 
ours, we want to plant one 
more young creative comer. He 
is a fellow with one single goal. 
He intends to become the best 
copywriter in the business. 
| Nothing less. 

We think we can do more 
to help him do just that than 
anyone else can. 

It is our belief that the best 
way to develop creative ability 
| is through day-to-day contact 

with other creative people who 
are further along than you are. 
The more the merrier. 
We further believe that our 
future lies in the hands of cre- 
ative people who are today only 


| 


200 E. ILLINOIS ST. 


To the Most Promising 
Young Writer in the Midwest 


... the West's fastest growing agency 
makes this offer 


LEO BURNETT COMPANY, INC. 


Please address Box 549, ADVERTISING AGE 


beginning to prove that they 
will be the red-hot creative men 
of tomorrow. 


Now, we have no intention 
of paying any gigantic starting 
salary to this man. But we will 
pay him no less than he can 
get elsewhere. 


And let us warn you in ad- 
vance that once you've been 
here a few years, you'll find it 
mighty painful to leave. 


Oh, we'll growl at your copy, 
sneer at your headlines, make 
you rewrite until you’re blue 
in the face. That’s because it’s 
almost as important to us that 
you become “the best writer in 
the business” as it is to you. 


But this we guarantee: you’ll 
improve faster here, learn more 
in less time, than in almost any 
agency you can mention. 


We'll be looking forward to 
hearing from you. Tell us all 
you can in your letter. Enclose 
a few samples if you wish. 
We'll see that you get them 
back in good condition. 


CHICAGO 11, ILL. 
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Advertising Age, June 22, 1953 


Advertising and Sales 


Club Groups 


Stress Club Activities at Conference 


HAMILTON, ONT., June 16—The 


joint conference of the Federation | 
of Canadian Advertising & Sales_ 
Clubs and the International Affil-| 
iation of Sales & Advertising Clubs | 


centered its attention on club ac- 
tivities here last weekend. 


Methods of increasing attend-| 
ance, of improving programs, and 


implementing educational and vo- 
cational courses received primary 
emphasis. 


The open meetings of the af-| 
filiation heard a panel composed 
of Edgar P. Weber, Weber & As-. 
sociates, Erie, Pa., who covered | 


fact-finding, and its importance to 


good selling; George J. Mitchell, | 


Mitchell & Knepper, Erie agency, 
on media selection and building 
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CORTEZ F ENLOE, INCORPORATED 


A A koe ew a 


copy with a selling punch and a_ 


“power idea,” and George Saxer, 
Hammermill Paper Co., who 
showed how Hammermill mer- 
chandised a change in quality and 
a new package to 170 paper deal- 
ers and their 2,000 salesmen to the 
printers. 


a A luncheon session heard a trio, 
billed as the “Flying Horsemen of 
Sales,” covering ways of putting 
more sell into salesmanship. Al 
Herr, of Al Herr Advertising 
Agency, Milwaukee, covered the 


importance of visual advertising, | 
and urged the use of visualization; | 


Lester Falk, general manager of 
Wisconsin Hearing Distributors, 
covered demonstrations, and how 
they are used to arouse interest, 
show how a product works, and 
to close a sale, and James Dorn- 
off, v.p. of Pate Oil Co., Milwau- 
kee, covered improving _ sales 
pitches with more colorful words. 
The awards of the federation 
for various club activities went 
to: Women’s Advertising Club of 
Winnipeg for attendance and out- 
standing single project (sale of a 
cookbook which financed scholar- 
ships); Women’s Advertising & 
Sales Club of Hamilton for in- 
crease in club membership; Ad- 
vertising & Sales Club of Winni- 
peg for retail sales training and 
development; Advertising & Sales 
Club of Toronto for vocational and 
educational activity; Advertising 
& Sales Club of Halifax for club 
progress, and the Seagram lectern 
for the Club having the most suc- 
cessful year to the Junior Adver- 
tising & Sales Club of Montreal. 


ws Officers elected by the federa- 
tion: Graeme Fraser, Crawley 
Films Ltd., Ottawa, president; Noel 
R. Barbour, Chatelaine, Toronto, 
honorary treasurer; William Ham- 
ilton, Montreal, reelected secre- 
tary-treasurer and executive di- 
rector; Charles E. Dojack, National 


Publishers, v.p. for western Cana- | 


da; H. P. (Bing) Kelley, Russel 
Kelley Ltd., Hamilton, v.p. for 
western Ontario; Cecilia Long, 
Ronalds Advertising Co., Toronto, 
v.p. for central Ontario; H. B. 
Cowan Jr., Peterborough Exam- 
iner, v.p. for eastern Ontario; R. 
S. White, Montreal Gazette, v.p. 
for eastern Canada. Bearce P. 
Campbell, Bremner Construction 
Co., as past president, is also an 
officer. 

Affiliation officers elected were 
Leonard Magnuson, Jamestown 
Hardware, Jamestown, N. Y., pres- 
ident; Miss Gene McReynolds, On- 
tario Outdoor Advertising Co., To- 
ronto, v.p.; Miss Zada Bates, Espie 
Printing Co., Toronto, secretary, 
and Walter Keihn, National Hos- 
iery Mills, Hamilton, treasurer. 


Chandeysson Appoints French 


Chandeysson Electric Co., St. 
Louis maker of motor generator 


sets for the electrolytic industry, | 


has appointed Oakleigh R. French 
& Associates, St. Louis to handle 
its advertising. Metal finishing 


and aviation business papers, di- 
rect mail and distributor aids will 
be used. 


_MASS MARKET—This page in Drug Trade 
News kicks off the first campaign by a 
| medical ad agency. Headed ‘One Doctor 


_Isn‘t a Very Big Market,” the ad by Cor- | 
_tez F. Enloe Inc., New York, stresses the 


_ firm's knowledge of the ‘mass medical 


| market.” Five more pages will follow. 


| 

Honeywell Will Pay 
for Fishing Trips 

in Homes Contest 


| 


MINNEAPOLIS, June 18—Minne- 
apolis-Honeywell Regulator Co. 
| has launched a nationwide contest 
that will award fishing holidays 


do the best job of promoting their 
model houses during National 
Home Week next fall. 

To be known as the Acapulco 
Derby, the contest is being spon- 
sored in cooperation with the Na- 
tional Assn. of Home Builders and 
is open to all association members. 

One builder in each of the as- 
sociation’s 20 regions will be se- 
lected for the grand prize, a nine- 
day all-expense fishing trip to 
Acapulco. 

Eldon Richardson, Honeywell’s 
home market supervisor, said the 
contest is designed to recognize 
builders “who make outstanding 
contributions to better homes, 
greater enjoyment of the home and 
improved methods of merchandis- 
ing homes to the public.” 

“The continued prosperity of the 
home building industry,” he said, 
“is of vital interest to Honeywell, 
which long has been a major pro- 
ducer of automatic heating con- 
trols for the home.” 


Clairol to Robert Orr 


Clairol Inc., New York hair 
product manufacturer, has ap- 
pointed Robert W. Orr & Asso- 
ciates, New York, to handle con- 
sumer and business paper adver- 
tising. Shevlo Inc., New York, is 
the previous agency. 


Joins N. M. Tourist Bureau 


| C. B. (Duke) Mayshark, for- 
'merly art director with J. M. 
Mathes Inc., New York agency, has 
|been appointed director of the 
|New Mexico State Tourist Bur- 
‘eau, Santa Fe. 


in Mexico to home builders who) 


_ Last Minute News Flashes 
Bigelow-Sanford Will Run 3-D Ads in ‘Life’ 


New York, June 19—Full-color three-dimensional pages will be used | 
| by Bigelow-Sanford Carpet Co. in seven alternating issues of Life, 
| starting Sept. 14. Two-color pages in six fall issues of Business Week 
are also scheduled, in addition to trade publications. The Life ads will 
|feature five new types of Bigelow carpets. Point of sale materials, 
| based on the Life ads, and retail newspaper mats will be supplied. 
| Young & Rubicam is the agency. 


Block Drug Appoints Kastor, Farrell for 3 Products 
JERSEY City, June 19—Block Drug Co. has named Kastor, Farrell, 
Chesley & Clifford to handle its Alkaid tablets, Minipeo dry shampoo 
and Poslam ointment and soap, effective July 1. Alkaid and Minipoo 
were formerly with Joseph Katz Co., and Poslam was with Dowd, 
Redfield & Johnstone. Kastor, Farrell will start test programs on the 
| products shortly. 
| . 
| Compton Adds 4 Whitehall Pharmacal Products 
NEw York, June 19—Whitehall Pharmacal Co. has named Compton 
| Advertising to handle Kriptin, Guards cold tablets, Petro-Syllium and 
a new product to be test-marketed shortly. Cecil & Presbrey, former 
agency for these products, will continue to handle Whitehall’s Edna 
Wallace Hopper, Princess Eve and Chlora Stick cosmetics. 


‘New ‘Cameo’ Fashion Magazine to Bow in August 


New York, June 19—A purse-size women’s fashion monthly to be 
_ called Cameo will bow Aug. 15. Ben Schecterson, formerly a partner in 
| Gari Advertising and now head of Cameo Publications Inc., 37 E. 28th 
St., said the 72-page book will sell for 15¢ and will have an initial dis- 
tribution of 250,000 on newsstands. Rates are based on $375 a b&w page 
and $475 for black and one color. 


Two Join Benton & Bowles; Other Late News 


e Lee Currlin, formerly chief time and spot buyer for radio and televi- 
| sion at William H. Weintraub & Co., and Jack Sinnott, formerly with 
Batten, Barton, Durstine & Osborn, have joined the media department 
of Benton & Bowles, New York, as time buyers on the Procter & Gam- 
ble Co. account. 


e Progressive Farmer, Birmingham, will raise its guarantee and rates 
with the January, 1954, issue. Based on a guarantee of 1,225,000, the 
new rates for a b&w page will be $4,800, an increase of $400. 


|e Charles Strehan, for the past eight years country circulation man- 

ager of the New York Mirror, has been appointed circulation manager. 
Mr. Strehan joined the Mirror as an office boy on the paper's first 
day of publication in 1924. 


e Food Packer, published by Vance Publishing Corp., Chicago, has 
become a member of Associated Business Publications. This makes 
ABP’s total membership 137. 


e American Chicle Co. has won part of its suit against Topps Chewing 
Gum Ine. (AA, Oct. 6 52), charging Topps with trademark infringe- 
ment and unfair competition in the sale of Clor-Aid chlorophyll chew- 
ing gum. The court ruled that Topps may retain the Clor-Aid name 
but must change its packaging and displays which bear close resem- 
blance to Clorets, made by American Chicle. 


Judge Refuses Delay asked that the briefs await this 
decision. 

in Anti-Trust Suit Judge Grim pointed out that 
Against Pro Football 


“the defendants have not made 
PHILADELPHIA, June 18—Judge 


out a clear case of hardship in be- 
ing required to go forward. A 

| Allan K. Grim indicated this week 

|that he wants to reach a finding 


prompt decision in tne case there- 
|in the government’s anti-trust suit 


fore is desirable.” 
against the National Football 
League before the 1953-54 season 
begins. 

Judge Grim also dismissed the 
league’s request for an indefinite 
delay in the filing of briefs. He 
had heard the government’s civil 
suit against the NFL without a 
| jury, and then ordered both sides 
to file briefs by July 15. 

The league argued that cases be- 
fore the U. S. Supreme Court in- 
volving the reserve clause in base- 
ball will have an important bear- 
ing on the football litigation. They 


‘House Beautiful’ Names Two 


Gordon Bennett, formerly sales 
and promotion manager for Massa- 
chusetts Builders Inc., has joined 
the eastern advertising staff of 
House Beautiful, New York. Ken- 
neth Shireling, previously sales- 
man for Widdicomb Furniture Co., 
Grand Rapids, Mich., also has 
been named to the magazines’s 
eastern ad staff. 


Biow Boosts Alcock, Winsor 
Ben Alcock, head of the televi- 
sion commercial production de- 
partment of Biow Co., New York 
agency, has been promoted to a 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending May 23, 1953 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached Homes 

Rank Program (000) 

1 1 Love Lucy (Philip Morris, CBS) 14.371 
2 Gillette Sports Cavalcade 


ENTE - sbbvencaceviveneavtaniveseaverseens 11,477 
3 Godfrey & Friends (Liggett & 

Big GID cccucssssssetesscncevisseves 10,039 
4 Dragnet (Liggett & Myers, NBC) 9,968 
5 Colgate Comedy Hour (NBC) .... 9,891 
6 You Bet Your Life (DeSoto- 

li 9,595 
a. ono 9,483 
8 Red Buttons (General Foods, 

ee 9,427 
9 Studio One (Westinghouse, 

EE aecledsanmuistelddutdiepeibsarindians 9,282 
10 Texaco Star Theater (NBC) ........ 8,936 


v.p. Roy Winsor, in charge of cre- 
ative programming for radio and 
TV, also has been promoted to a 
V.p. 


Dooley Advertising Bows 


new agency, has opened offices 
in the Washington Bldg., Louis- 
ville. James L. Dooley is owner 
and account executive. Robin 
Briggs is art director... Handling 
art and copy will be Mrs. Ruby H. 
Dooley. 


Program Popularity Homes 
Rank Program (%) 
1 1 Love Lucy (Philip Morris, CBS) 63.4 
2 Gillette Sports Cavalcade (NBC) 54.6 
3 Godfrey & Friends (Liggett & 
CRS GID Gaseccerscensoirseens 474 
Dragnet (Liggett & Myers, NBC) 47.3 
Studio One (Westinghouse, CBS) 45.9 


} Hamilton Watch Promotes Two 
6 Buick Circus Hour (NBC) . 

7 

8 


Robert Waddell, advertising di- 


45.2 rector for Hamilton Watch Co., 
Colgate Comedy Hour (NBC) ........43.6 Lancaster, Pa., has been promoted 
Vou Get Vou Mile @eteto to public relations director. R. 
J. Gunder, sales promotion mana- 
Plymouth, NBC) vevvedo¥ ~ 
9 ger, has been promoted to director 
Texaco Star Theater (NBC) ........43.0 of advertising and sales promo- 
10 Pabst Bouts (CBS) ............ ...42.5 tion. 


Dooley Advertising, Agency, a! 


General Motors 


Tells Gridiron 
Game Schedule 


Detroit, June 19—General Mo- 
tors Corp. today announced the 
schedule for its TV “Game of the 
Week” series which includes 11 
complete games and parts of eight 
others broadcast over a 12-week 
period starting Sept. 19 with the 
Nebraska-Oregon_ intersectional 
tilt. 

In addition to this schedule, GM 
said it is prepared to sponsor one- 
station telecasts of important sell- 
out games as they come up during 
the season. 

The schedule, arranged in co- 
operation with the National Col- 
legiate Athletic Assn., will be 
televised over 81 National Broad- 
casting Co. outlets. It also includes 
a Thanksgiving Day telecast of the 
Utah-Brigham Young game to be 
played in Salt Lake City. 


s At least one game from each of 
the eight NCAA regions is included 
and no team is represented more 
than once in the series. On two 
Saturdays, Oct. 24 and Nov. 7, the 
“Game of the Week” will be a 
panoramic telecast in which por- 
tions of four games being played 
in different parts of the country 
will be seen. No particular por- 
tion of these games is scheduled. 
Switches will be determined 
largely by action on the field. The 
rest of the schedule is as follows: 

Sept. 26, Dartmouth-Holy Cross; 
Oct. 3, California-Ohio State; Oct. 
10, Texas-Oklahoma; Oct. 17, Ala- 
bama-Tennessee; Oct. 24 (pano- 
ramic), Princeton-Cornell, Ala- 
bama- Mississippi, Illinois-Syra- 
cuse, Iowa-Indiana; Oct. 31, Min- 
nesota-Pittsburgh; Nov. 7 (pano- 
ramic), Florida-Georgia, South 
Carolina-North Carolina, North- 
western-Wisconsin, Kansas-Kan- 
sas State; Nov. 14, Michigan State- 
Michigan; Nov. 21, USC-UCLA; 
Nov. 28, Army-Navy, and Dec. 5, 
Notre Dame-SMU. 


Networks Sign Up 
10 More Affiliates 


New York, June 18—Three tel- 
evision networks were busy this 
week lining up more affiliates. 

The biggest addition went to 
American Broadcasting Co., which 
announced seven new affiliates. 
This brings its total number of 
outlets to 124. 

WTVE, Elmira, N. Y., signed 
with ABC, effective this week. On 
or about July 1 two more sta- 
tions—KCMC-TV, Texarkana, 
Tex., and KEDD, Wichita, join. 
They will be followed on the 15th 
of next month by KANG-TV, 
Waco, Tex., and KLAS-TV, Las 
Vegas. 

The remaining two will come in 
early August. They are WNAO- 
TV, Raleigh, N. C., and KNOE- 
TV, Monroe, La. 

Columbia Broadcasting System 
‘announced the addition of KHSL- 


|TV, Chico, Cal., Aug. 15 as its 


/119th affiliate. KLAS-TV_ also 
|will join the CBS net July 20. 

National Broadcasting Co. has 
signed an affiliate contract with 
WVEC-TYV, Norfolk, Va. This sta- 
tion plans to go into full commer- 


‘|cial operation by Sept. 1. 


Kudner Names Ellis 
| Daniel C. Ellis, formerly with 
J. Walter Thompson Co., has joined 


the copy staff of Kudner Agency, 
New York. 


Keyes Joins ‘American’ 

Edward M. Keyes, formerly on 
the promotion staff of Look and 
Quick, has been named publicity 
director of American Magazine. 
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State Advertising Budgets Boosted 
to Lure Share of Vacation Spending 


(Continued from Page 3) 
money comes from the state high- 
way fund. 

The legislature went on to grant 
power to the conservation com- 
mission to extend from one to two 
years contracts for recreational 
advertising. Arthur Towell Inc., 
Madison, handles Wisconsin’s ad. 
program. 
a Washington is one state which 
may be open to pitches from agen- 
cies with vacation-minded account 
executives. The legislature has 
okayed a bill to bankroll a tourist 
promotion: fund with $500,000 for 
the next biennium. Ironically, the 
money will come from transient 
guest taxes now being collected. 

Tourists last year brought an 
estimated $4,000,000 in tax revenue 


A TECHNIQUE FOR 
PRODUCING IDEAS 


Where do the moneymaking ideas 
come from—those ideas which 
make successful novels, radio pro- 
grams, moving pictures, sales 
campaigns and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to an- 
swer this question for his students 
at the University of Chicago. The 
result is a little book which you 
can read in an hour but will re- 
member the rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously fol- 
low in producing ideas. He shows 
you how to train your mind so 
that idea production is, as he says, 
“as definite as the process by 
which motor cars are produced.” 

Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, ad- 
vertising men, salesmen and busi- | 
ness executives who have read | 
it. Send for your copy of A 
TECHNIQUE FOR PRODUCING | 


IDEAS now. Only $1.25 atonal 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Tl. 


Gentlemen: 
Please send me on 10-day money- | 
back guarantee copies of “A 


Technique for Producing Ideas.” 
Enclosed is $ 
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Address 
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with them to Washington. 

A bill to create a tourist bureau 
failed to pass the Arizona legisla- 
ture, but is expected to be brought 
up again next year. Meanwhile, 
the issue will, be studied by a new-. 
ly created state legislative council. 

In Colorado, lawmakers shot. 
down a proposal by Gov. Dan) 
Thornton that the state spend) 
$300,000 a year for a nation-wide | 
tourist campaign. The legislature | 
held the tourist budget to the ex-| 
isting $175,000 level. 

Also unsuccessful was a bill to| 
create a Nevada state department | 
of publicity with a $100,000 ap- 
propriation to boost “development 
of commercial, agricultural and 
economic resources.” The tourist 
promotion program now is handled 
by the Nevada highway depart- 
ment and includes publication of 
a tourist magazine, ‘““Nevada Parks 
& Highways.” 


® North Dakota lawmakers also 
killed a bill to create a publicity 
bureau under the secretary of 
state. The proposed budget was 
$30,000. 

Among other developments was 
the declaration by Walter G. Ham- 
mond, of the Nebraska resources 
division, that the state could great- 
ly increase its tourist income 
through advertising and develop- 
ment of “eye-catchers.” Mr. Ham- 
mond said the state should take 
the lead in planning a program to 
use state funds plus local contri- 
butions. Ayres & Associates, Lin- 
coln, has the division’s current 
$20,000 account. 

Greater interest in tourist dol- 
lars also was shown in Virginia, 
Massachusetts and Rhode Island. 
A Virginia gubernatorial candidate 
has recommended that conserva- 
tion department advertising funds 
be increased and that $1 billion a 
year be set as the tourist business 
goal. 

Massachusetts vacation business 
might reach a new high—$4 bil- 
lion—predicted Amico J. Barons, 
director of the development divi- 
sion of the state’s commerce de- 
partment. And in Rhode Island, 
Gov. Dennis J. Roberts was told 
by the state’s tourist consultant, 
J. Stanton Robbins, that the tour- 
ist industry could be expanded 
from its current $18,000,000-a-year 
level to $50,000,000 annually by 
1962 through proper development. 


® Reaction of tourists to the bar- 
rage of state advertising is re- 
flected by a statement of the New 
England Council, Boston, that mail 
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SHENANIGANS—“‘Haywood’s Hustling Huxsters’” were among David R. Watson, publisher of Modern Railroads; Marshall Hay- poss 
the celebrated entertainers at the National Business Publica- wood Jr. (rear), president of Haywood; Walter J. Stevens, Hay- sell 
tions meeting along with anybody else they could rope into wood v.p., and Orrin Eames, another Haywood “hustler.” Clutch- wer 
the act. Above, left, are Bruce H. Dutton, Haywood Publish- ing the plaid golf bag is L. C. Bassett of Gage Publishing Co. duct 
ing Co.; G. Kenneth Thornton, Controlled Circulation Audit; | who won the NBP spring golf tournament trophy. “6G 
with 
inquiries resulting from regional “Aft 
advertising have increased sub- Heavy Newsp ap er busi 
stantially over last year’s figures. ume 
The council, a private promotional Schedule Set for selli 
agency, warns, however, that the s 2 ufac 
nature of the requests indicates Frankfort Whiskies ‘call 
that vacationers are answering New YorK, June 17—The Hun-| mon 
more ads, studying literature and|ter-Wilson division of Frankfort men 
“shopping around” more _ before} Distillers Corp. is launching its 
deciding where to go. biggest campaign so far for Hunter is 
and Wilson whiskies with ads in| rect 
‘Name That Tune’ Goes to TV | 60 newspapers in 40 cities. Brir 
Speidel Corp., Providence, R. I.,|__ In addition, a trade campaign in the 
and Avco Mfg. Co., Cincinnati,} liquor publications is scheduled to ZB piec 
will sponsor “Name That Tune’”| get under way next month. ‘SB ' not 
alternate Mondays over NBC-TV| The Hunter campaign, repre-| Zo: M 
(8-8:30 p.m. EDT), beginning| senting a 300% linage increase call 
— 6. The show was heard on ra-| over averages for the past few shu 
io only last season. Sullivan, : “6 
Stauffer, Colwell & Bayles, New| Y@rs, will use b&w pages, half- Y 
York, is the Speidel agency and | Pages, and 1,000- and 600-line ads. inwicnhenenuen mai 
Benton & Bowles, New York, han-| Color will be used wherever pos- me TanQuant it - 
Rs ; ae ro 
dles Avco advertising. = L. J. Tonnele, division V-P» Your néw equipment, = 
Power Leaves Hoffman Radio Negro and foreign language parts, materials are well on the _M 
Dr. Ralph L. Power, for the past|€wspapers are also included in way to sales when introduced Is 0 
ten years head of trade publicity} the Hunter schedule. _in Industrial Equipment News. the 
and editor of the house organ for The Wilson brand campaign—)| the 
Hoffman Radio Corp., Los Angeles,| featuring the slogan “Wilson—| A recent study of 200 product introduc port 
has resigned. Following a vacation, | That’s All!”—is backed by a budg-| tions shows that faulty market finding a 
he will form a own —_ et which doubles previous appro- wastes many millions. use 
on oe oe priations, officials said. | Here’s a plan that can’t miss in estab = 
Endorsements by Wilson con- jishing a sound new industrial product " 
sumers will be featured in 600- and | . , ; . not 
Pace Joins Stewart-Warner | goo tine ads. | Tell our editor, Bill Irish, about it. be : 
‘ PR gb ood bol = Seuteat of worth _ Kenyon & Eckhardt, New York, What is it? What is it made of futt 
Side Topics, an Indianapolis com-| !§ the agency. How does it work? What does it measure + 
munity newspaper, has been ap- | How much will it do? What does it cost ie 


pointed advertising manager of the 
South Wind division of Stewart- 
Warner Corp., Chicago. 


Appoints Knight & Gilbert 


Metal Hydrides Inc., Beverly, 
Mass., manufacturer of hydrides 
for the chemical and metallurgical 
industries, has appointed Knight & 
Gilbert, Providence, to direct its 
advertising, effective August 1. 


KNX Names Frost Ad Head 


James W. Frost, formerly adver- 
tising and promotion manager for 
the San Francisco Chronicle, has 
been named advertising and pro- 
motion manager for KNX, Los An- 
geles, and the Columbia Pacific 
Radio network. Mr. Frost succeeds 
Sherril W. Taylor, who has been 
named manager of spot sales pro- 
motion for CBS Radio. 


age in many homes. 


in HAWAII TODAY... 


an average family spends more for 
American foods than in 47 States. For 
. 91.9% +t buy PACKAGED COFFEE— 
a higver percentage than in Indianapolis, Columbus, 
Portl. id, Me., and other large, profitable markets. 


exam jie. 


in Hawa’ homes, reflect its 


+, Bee . ALL AMERICAN MARKET 


in OLD HAWAIl... 


NONI (made by pounding, cooking 
and straining the leaves of the noni 
plant) was o popular stimulant-bever- 


Many ot/ y American products, universally used 


all-American Jaste 


Honolulu >tar-Bulletin 
Goes into 4 ou! of 5 Honolulu homes 
represented nationali by O'MARA & ORMSBEE 


New York * Detroit * ( \icago * San Francisco * Los Angeles 


* 1952 Survey of Buying Power 


+ 1953 Consumer Analysis of Honoluls 


Send him a good picture of your produc 
and answer these questions. 


You will see your product fully describe 
and illustrated in an early issue of IEN 
And so will 62,000 top buying and speci 
fying officials in most of the active, best 
rated firms throughout all industries. A 
the cost of one small cut. 


Sales Follow-Through 

at Low Cost 

After Bill Irish has broken the ice fo 
you, you can consolidate your gains fo 
12 months at a cost of $1,800. That’ 
right—only $1,800! 


IEN’s special approach to finding an 
selling markets at one low cost has 
earned for IEN the most display ads px 
issue in any monthly, weekly or daill 
business paper. 


_ Thomas Publishing Company ~ ea 
461 Eighth Avenue, Now York 1, N.Y. 
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Bringe Tells AFA How to Break Direct 
Mail Rules and Make Mailings Pay Off 


CLEVELAND, June 17—A system 
that breaks the “rules for success 
in direct mail’ and does it suc- 
cessfully was described by Paul 
J. Bringe, Milwaukee, at the Ad- 
vertising Federation of America’s 
direct mail session. 


AFA Meeting 


Mr. Bringe related the experi- 
ence of Milwaukee Dustless Brush 
Co., of which he is sales manager. 
Ten years ago the firm, which 
sells to industrial plants, was 
threatened by business failure 
when the draft and gas rationing 
riddled the sales staff and other 


salesmen found it practically im-| 


possible to get past plant guards to 
sell floor brushes to buyers who 
were thinking mostly about pro- 
duction materials, anyway. 

“So we replaced 125 salesmen 
with direct mail,’ Mr. Bringe said. 
“After three months of dropping 
business, the turn came and vol- 
ume went up 400%. Today we are 
selling our products to 50,000 man- 
ufacturing plants and we make a 
‘call’ on each of them once a 
month. Direct mail gets in where 
men cannot.” 


® His firm knew little about di- 
rect mail at the outset, which, Mr. 
Bringe said, was fortunate. “From 
the beginning we thought of a 
piece of mail as a salesman and 
not as advertising,” he said. 

Mr. Bringe told how the so- 
called rules were and are being 
shunned. 

“We don’t strive to make every 
mailing pay its way. We look upon 
it as a long-term investment where 
profits are slow to come but steady 
once the flow has started,” he said. 

Mr. Bringe said that if his firm 
is offered a list of industrial plants 
the chances are that it would use 
the entire list without testing any 
portion of it. 

“We knew that industrial plants 
use a great many floor brushes 
and even if our first few mailings 
did not pay off, the effort would 
not be wasted,” he said. ‘‘We would 
be softening up our prospects for 
future purchases. 


@ The size and color of envelope, 
color of stamps, Mr. Bringe said, 


| properly routed 98% of the time,” 


name. It’s one more hammer blow 


and the “other little variables that 
the mathematically minded boys 
like to play with” are pale devices 
beside the virile message that must 
go inside if the mail is to sell. 

Mr. Bringe said it was some 
time before he learned about the 
holiday-time taboo and that he 
takes little stock in it. 

“We want to maintain our back- 
log at a constant level. If it hap- 


pens to fall too low in the middle | 


of December, we send out mailing 
in the middle of December,” he 
said. 

As for hiding the true identity | 
of the mailer and product by using | 
an irrelevant teaser on the outside 
of the envelope, Mr. Bringe said: 
“We do not follow that rule.” 

All mail from Milwaukee Dust- 
less Brush carries the full name in 
the corner card and says some- 
thing about floor brushes on the 
outside of the piece. 

“Identifying the product on the 
outside of the piece will get it 


Mr. Bringe said. ‘Furthermore, 
when the mail reaches the brush | 
buyer, he may throw it away—but | 
not before he looks and sees our) 


toward getting our product in a 
new plant.” 


@ Miss Suzanne Caygill, color con- 
sultant, New York and Los Ange- 
les, said a color advertisement 
without a sensitive use of color is 
often wasted money. 


“Color reaches a person at the) 


subconscious level, the only level 
at which sales are usualy made,” 
Miss Caygill said. 


Selection of colors for advertis- | ready in 1950 at the outbreak of 
should be based on| the Korean war but was postponed 


ing, she said, 


a careful analysis of the reader-| lest 
ship expected, or the mailing list | | frown upon a campaign with a 
to be used, with regard to the| Chinese theme. 


reader’s income bracket, profes- 
sion, cultural background, hobbies 
and activities, and age group. 

“I would recommend a colors 
campaign to appeal to all types, 
with a division by either timing 


‘of large resale prospects—a mar- 


tial. 


‘the Add-A-Part program opened 
new doors for Westinghouse sales- 


| design of Life-Linestarters by tak- 


| interviewed 


the releases of each color family | 


or by breaking down a mailing in- | 


to four groups not 


equal.” 


necessarily 


e# R. F. Gomber, assistant man- 


ager of advertising, Westinghouse | 
|/on the prospect list. With enthusi- | 


Many would say AMEN! 


If it were humanly or me- 
chanically possible to make 
finer photoengravings, 
you can be sure of one 
thing —we ’d be making 
’em. We specialize 

in color as well as 
black and white. 


- Thomas E McGrath 
3 and Associates — 


PHOTO ENGRAVINGS DAY and NIGHT SERVICE 


160 E. Winois Street 
Telephone: DElaware 17-5142 


Sie 


Pie. 


Chicago \\, Winois 


a 


Electric Corp., Pittsburgh, said the 
Westinghouse Add-A-Part direct 
mail campaign for Life-Linestart- 
ers (AA, May 12, °52) brought a 
67% participation and whetted the 
apathetic appetites of buyers, in- 
creasing sales to one machinery 
manufacturer by 1,600%. 

“The eight-mailing campaign 
featured an assemble-it-yourself 
incentive,’ Mr. Gomber related. 

“Participants were invited to 
build a Life-Linestarter them-| 
selves. Copy stressed the fact that | 
all it took was a screw driver and | 
five minutes of time weekly.” 

Prior to the first mailing, West- 
inghouse salesmen selected a list | 


ket virtually untapped for the 
product—and major-user custom- 
ers who represented volume poten- 
Of 1,065 companies selected 
to receive the unique direct mail 
promotion, 716 indicated they 
would “add-a-part” weekly for 
seven weeks. 


# “In addition to its direct value 
as an outstanding sales producers, 


men,” Mr. Gomber said. 

Calling on accounts that had 
participated, salesmen, blindfolded, 
further proved the simplicity of 


ing apart the unit in four minutes 
or less, Mr. Gomber said. 

The campaign to establish the} 
Union Bag & Paper Co. in the cor- | 
rugated box shipping field, the} 
now famous “Yoon Yun” series, | 
was reviewed by Fred Meendsen, 
v.p. of the Brooklyn firm. 

The idea of a Chinese character 
to suggest the wisdom of the ages, 
and the new union, spelled in 
Chinese style, Yoon Yun, was 


American prospects might 


Months of research indicated | 


| that Americans do not hate the. 
| Chinese people, 


Mr. Meendsen | 
said, and 92% of U. S. executives 
said the Chinese, 
theme did not offend them. The 
rest were not sure but liked the | 
pieces. 


lector’s item for those who re-| 
ceived the pieces, Mr. Meendsen | 
stated, as évidence of its impact | 


s The campaign has become a col- | 
| 


| astic support by the Union Bag Co. | 


sales staff, the campaign achieved | 
its objective. 
“Change of pace for the outside | 


envelope or cover is essential when 


ja series of mailings go to a single 


)Co., 


list,” said H. Kurt Vahle, v.p., 
Cupples-Hesse Corp., St. Louis. | 

Mr. Vahle showed slides which | 
showed how art, copy and color) 
can be used to achieve better re- 
turns, from varying envelope 
treatment. 

“Change of pace can be accom- | 
plished in many ways—by chang- | 
ing the size of the mailing unit, 
by changing the color or the copy | 
or the finish of the paper,” Mr. | 
Vahle said. 

“The outside wrapper or enve-| 
lope today must be an integral part 
of the planned mailing. No longer | 
does it just carry or protect the 
contents,” he said, adding: 

“The envelope or cover should 
stop the recipient long enough to 
get him to open the envelope or 
remove the cover in an expectant 
frame of mind.” 

Mr. Vahle warned against using 
the same catalog envelope for 
mailing after mailing, without 
some variation of the copy on the 
cover. 


Serutan Buys ‘Juvenile Jury’ 
“Juvenile Jury,” radio panel 
show which spent a period on tel- 
evision two years ago, returns to 
the National Broadcasting Co. TV 
network beginning Monday, July 
6. It will be sponsored by Serutan 
Newark, through Edward 


Kletter Associates, New York. The 
radio version is currently heard 
Sundays over NBC. 


Hartman Joins Ridder-Johns 
Ashley P. Hartman, formerly 


'with Cresmer & Woodward, has 


joined the sales staff of Ridder- 
Johns, New York newspaper rep- 
resentative. Mr. Hartman will 


make his headquarters in the com- |, 


pany’s new Los Angeles office. An- 
other office is being opened in 
San Francisco. 


Sales Award Dinner Set 


The Sales Executives Club of 
New York will hold 
guished salesmen award dinner at 
the Waldorf-Astoria Hotel, New 
York, on January 29, 1954. Leading 
salesmen of participating firms 
will receive a gold trophy for out- 
standing performance 
between now and December 31. 


Bud Gammon Joins Biow 


Bud Gammon, 
Benton & Bowles, “as joined Biow 
Co., New York, as agency producer | 
of “Search for Tomorrow.” 
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Percival Joins Permacel 

Andrew J. Percival, formerly 
with Sperry Gyroscope Corp., has 
joined Parmacel Tape Corp., New 
Brunswick, N. J., manufacturer of 
industrial tapes, as director of in- 
dustrial relations. Mr. Percival is a 
director of Parmacel, a Johnson & 
Johnson subsidiary. 


Storer Buys KABC 

KABC, San Antonio radio out- 
let, has been sold to Storer Broad- 
casting Co. Storer also owns KEYL, 


local television station. 


its distin-_ 


in selling | 


| 


formerly with) 


SOMETHING in a socaciTy 

WWEAE YOU wise TO GO. 

OUR SERVICE 16 NATION: WIDE. 
& COMPLETE 


ae Se en 


A COMMISSION IF A DEAL 1S MADE. 
H. JOHN HARDER 
D WILSHIRE BavO #105 ANOELES 68, CAL. 


Oy 


If it’s landmarks you're looking for, 
visit the Capitol Building ... and if 
it’s a landslide in sales you're seek- 
ing. buy “Inga’s Angle” on WNBW. 
In its new audience participation 
format, this twice-a-week series 
featuring glamorous Inga will reach 
the feminine population of the 
Washington metropolitan area, 
which ranks eighth in the nation in 


drug store sales. 


joeriiit.. 
et 


SmI ee 


The Nation’s Capital 
is famous for both. 


NBC in Washington 


MB 


CHANNEL 4 


Represented by NBC Spot Sales 
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Test your sales strategy 
on 750,000 buying-minded 
families... 


lig << 


500,000 who are immediately interested in building Because GUIDE and HM contain home building and 
a new home, and 250,000 who will modernize their remodeling information, and nothing else. There’s 


; , no other editorial bait to catch casual readers—and 
homes in the near future. Make the test during the we accept only such advertising as is related to our 


fall of 53. Base your ’54 plans on the results. editorial material. 


Some people are disturbed over the business outlook And because GUIDE and HM have voluntary audi- 


for ’54, while others are confident that our present ences. We don’t campaign for circulation, we discour- 
age subscriptions. The people who 


ity will conti ll through th i , — 
Seta dean ew - aaipi . x wren aed buy these two magazines purchase _/HOME medernizing | 
atever your own beliel, we are confident that you them at the newsstand when they are a ged 
will spend your advertising dollars more efficiently planning to build or modernize— ae 
and effectively when you use them to reach the self- during the critical decision-making 


selecting prospects who are now entering the building period that's all-important for the 
advertiser. That’s why, in an amaz- 


and remodeling markets. There’s only one way to ingly high percentage of cases, they 
reach these prospects—via SMALL HOMES GUIDE read the entire content—both edi- 
and HOME MODERNIZING. torial and advertising. 


Your one-two punch at the BUILDING AND REMODELING MARKET 
Published by SMALL HOMES GUIDE, INC. franitin 2.2240. $C. Worden, Ateertising Manager 
ADVERTISING OFFICES 


NEW YORK CHICAGO DALLAS 

Clifford E. Swenson S. C. Warden & Associates Dick Worthington 

441 Lexington Avenue 400 West Madison Street McDonald-Thompson Co. 
New York 17, N. Y. Chicago 6, Ill. 6617 Snider Plaza 
Murray Hill 2-1340 CEntral 6-2757 Logan 6283 


625 Market Street 3727 W. 6th Street Terminal Sales Bidg. Colorado National Bank Bidg. 
PACIFIC COAST—McDonald-Thompson Co. San Francisco 5, Calif. Los Angeles 5, Calif. Seattle 1, Wash. Denver 2, Colo. 
YUkon 6-0647 DUnkirk 7-5391 Main 3860 Keystone 4669 
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